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In  Print.  Online. 


Anytime, 


Anywhere,  anytime,  any  way  you  want  it.  Access  the 
latest  news  from  Central  Florida  and  beyond  with 
Orlando  Sentinel  Communications,  the  area’s  #1  infor¬ 
mation  source.  Whether  it’s  through  the  pages  of 
The  Orlando  Sentinel,  across  cyberspace  with  Orlando 
Sentinel  Online  or  via  cable  with  Central  Florida 
News  13,  we  deliver.  In  print,  online,  anytime. 

Orlando  Sentinel 


How  can  you... 

maximize  efficiencies,  manage  color, 
measure  success,  decrease  costs,  leverage 
&  protect  brand  identity,  handle  multiple  | 
content,  guarantee  ad  positioning,  automate  - 
edition  planning,  exceed  sales  goals, 
increase  revenue,  achieve  complex 
zoning,  improve  local  focus,  manage 
diverse  workflows,  exploit  new  technology,  | 

...create  the  daily  miracle,  and  do  it  quicker,  \ 
better,  cheaper  again  tomorrow? 

I 

Solutions.  Now. 


from  Atex  Media  Solutions 

Enterprise.  Classified  Pagination.  Architect.  DewarView.  Meeting  the  daily  demands  of 
advertising  salespeople,  production  departments,  and  the  newsroom.  Today  our  solutions  help  newspapers 
maximize  efficiencies,  minimize  costs  and  increase  revenues. 

People.  Service.  Support.  With  a  unique  understanding  of  the 
newspaper  business  and  its  evolving  technologies,  our  experience  and 
dedication  to  customer  service  have  created  and  sustained  solutions  for 
over  700  newspapers  around  the  world. 


Visit  us  at  NEXPO  booth  #1347  to  view  our  latest  solutions.  Now. 


Solutions  for  today. 
Technology  for  tomorrow. 
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CALENDAR 


JUNE 

17-20  Association  of  Free  Community  Papers  Annual 
Meeting,  Hotel  Nikko,  San  Francisco 
17-20  Native  American  Journalists  Association  Aimual 

Conference,  Tempe  Mission  Palms  Hotel,  Phoenix 

17- 20  Newspaper  Purchasing  Management  Association 

Conference,  Harrah’s,  Las  Vegas 

18- 21  National  Society  of  Newspaper  Columnists  Aimual 

Convention,  Humphrey’s  Half  Moon  Iim  &  Suites, 
San  Diego 

19- 21  Cooperative  Mariceting/Sales  Conference,  Orlando 

World  Center  Marriott,  Orlando 

19- 21  NAA  Cormections  ’98,  Orange  County  Convention 

Center,  Orlando 

20- 23  Nexpo  ’98,  Orange  County  Convention  Center, 

Orlando 

21- 24  NAA  Marketing  Conference,  Orlando  World  Center 

Marriott,  Orlando 

24-27  National  Association  of  Hispanic  Journalists 
Conference,  Hyatt  Regency,  Miami 
24-27  Association  of  American  Editorial  Cartoonists 
Convention,  Caesar’s  Palace,  Las  Vegas 

JULY 

29-3  National  Association  of  Black  Journalists 

Conference,  Grand  Hyatt,  Washington,  D.C. 

AUGUST 

5-8  Association  for  Education  in  Journalism  and  Mass 
Communication  Convention,  Hyatt  Regency  and 
Sheraton  Inner  Harbor,  Baltimore,  Md. 

5-8  Asian  American  Journalists  Association  Conference, 

Sheraton  Hotel  and  Towers,  Chicago 

16- 18  Inter  American  Press  Association,  Chapultepec 

Conference  on  Freedom  of  Expression,  Hotel 
Camino  Real  Inter-Continental,  San  Jose,  Costa  Rica 

SEPTEMBER 

8-18  National  Press  Photographers  Association  Digital 

Imaging  Conference,  Adam’s  Mark  Hotel,  Columbus, 
Ohio 

10-12  Society  of  Newspaper  Design  Convention, 
Philadelphia  Marriott,  Philadelphia 
13-15  Independent  Free  Papers  of  America  Fall  Conference, 
St.  Louis  Airport  Marriott,  St.  Louis 

17- 19  Aimual  Mid-America  Newspaper  Conference,  Lake 

of  the  Ozarks  Holiday  Inn,  Lake  Ozark,  Mo. 

17-20  New  England  Newspaper  Operations  Association 
Annual  Conference,  Marriott,  Portland,  Maine 
23-25  America  West  ’98,  John  Ascuaga’s  Nugget,  Reno,  Nev. 
23-26  National  Conference  of  Editorial  Writers  Annual 
Convention,  Chateau  Laurier,  Ottawa,  Canada 
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Reader  Services 

How  to  Contact  Editor  &  Publisher 

■  Mail:  11  West  19th  Street, 

New  York,  NY  lOOlL-4234 

■  E-mail:  edpub@mediainfo.com 

■  Phone:  (212)  675-4380 

■  Fax:  Editorial/Permissions  (212)  691-7287 

Advertising/Mail  Lists/Reprints  (212)929-1259 
New  Media/Conferences  (212)  929-1894 

Subscriber  Services/Back  Issues 

■  New  subscriptions,  renewals,  subscription  payments, 
change  of  address,  back  copies,  annual  directories, 
billing  questions,  write  to:  E&P  Subscription  Dept., 

P.O.  Box  3000,  Denville,  NJ  07834-3000. 

Phone:  (800)  7884903  -  Mon.-Fri.,  9  a.m.-9  p.m.; 

Sat.,  9  a.m.4  p.m.  EST.  Fax:  (973)  627-5872. 

News,  Story  Ideas,  Press  Releases, 

Job  Changes,  Obits 

■  Please  address  all  news  items  to:  George  Garneau, 
managing  editor.  Fax:  (212)  691-7287. 

Letters  to  the  Editor/Shop  Talk  at  Thirty 

■  Please  include  your  name,  company  affiliation 
and/or  residence,  and  phone  number  (for  verification) 
on  Letters  to  the  Editor. 

■  Essays  (nonreturnable)  on  industry  issues  are 
accepted  on  speculation  for  Shop  Talk  at  Thirty. 

Submit  to  Letters  to  the  Editor  or  Shop  Talk  at  Thirty, 
c/o  George  Garneau. 

E&P  Archives 

■  Online  access  to  E&P  magazine  archives  and  our 
entire  Web  site  archives  -  Editor  &  Publisher  Interactive 
-  is  available  at  http://www.mediainfo.com/Library.htm. 
Charges  are  outlined  on  our  Web  site  or  call  our  new 
media  division  at  ext.  504. 

■  Editor  &  Publisher  is  available  in  microfilm  and  elec¬ 
tronic  products  form  from  UMI,  300  N.  Zeeb  Rd., 

P.O.  Box  1346,  Ann  Arbor,  Ml  48106-1346. 

Phone:  (800)  521-0600. 

Editorial  Reprints/Permissions 

■  To  order  reprints  of  articles  contact  Reprint  Services. 
Phone:  (612)  582-3800 

■  To  obtain  permission  to  use  any  part  of  E&P, 
contact  information  services  manager  Shqipe  Malushi 
at  ext.  351. 

Mailing  Lists 

■  Editor  &  Publisher  does  qqI  release  its  subscriber  list. 

■  The  comprehensive  database  of  the  Editor  & 
Publisher  International  Year  Book  is  available  in  hard 
copy,  CD-ROM  and  customized  lists  on  labels  or  disk. 
Contact  our  CD-ROM/database  representative 

at  ext.  172. 

Web  Site/Conferences/Other  Services 

Access  information  about  E&P  products  and  services 
on  our  Web  site.  Editor  &  Publisher  Interactive 
http://www.mediainfo.com. 


Printed  in  USA  Vol.  13 1, No  25.  June  20, 1998,  EDITOR  9  PUBLISHER,  THE  FOURTH  ESTATE 
(ISSN:  001 3-094X)  is  published  weekly  by  the  Editor  &  Publisher  Cx>.  Editorial  and  business  offices 
at  11  West  19ih  Street,  New  York,  N.Y  10011.  Periodicals  postage  paid  at  NcwYork,N.Y.,and  addi¬ 
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claims  for  back  issues  honored  after  one  year. 
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While  newspapers  aren’t  the  only  ones  who’ve  discovered  the  enormous  revenue  potential  of  local  online  advertising,  they 


are  the  ones  with  the  most  to  lose.  You  can  surrender  your  city  without  a  fight.  Or  you  can  join  the  150  other  news 
organizations  who’ve  enlisted  Zip2  to  help  defend  their  turf.  With  ZipZ’s  CityGuide  Suite of  products,  you’ll  have  all  the 
tools  you  need  to  build  traffic  and  revenue  and  block  the  Internet  giants  -  everything  from  arts  &  entertainment  guides,  to 
automotive  and  real  estate  guides,  to  a  Business  Directory,  community  self-publishing  services,  editorial  tools  and  more.  Zip2 
even  offers  comprehensive  sales  and  marketing  support  to  help  you  attract  readers  and  advertisers  alike.  So  if  you’re  worried 


about  the  competition  putting  up  a  site  in  your  town,  call  Bruce  Murray,  our  Vice  President  ^  Zip2' 
of  Channel  Alliances,  at  (212)  973-9501.  He’ll  show  you  how  to  curb  unwanted  development.  We  power  the  press 


Zip2  CityGuide  Suite 
Rrts  &  Entertainment  Guide 
Real  Estate  Guide 
Ruto  Guide 
Business  Directory 
Community  Self-publishing 


Editorial  Tools 


Microsoft  has  1Q, 


and  AOL  has  32.  Sooner  or  later, 


they’ll  have  one  in  your  market,  too. 


ABOVE  THE  FOLD 


Through  A  Glass  Darkly:  Magazine  Pays  Piper 
For  Stories  Lax  On  Facts,  Chock  Full  O’  Fiction 


The  final  tally  is  in:  Stephen 
Glass  27,  the  New  Republic  14. 
After  a  month-long  review  of  41 
articles  dating  back  to  December 
1996,  the  New  Republic  determined 
that  Glass,  a  former  associate  editor, 
completely  faked  six  stories  and  fab¬ 
ricated  parts  of  21  others.  Only  14  of 
his  articles  remained  unsullied  after 
the  unusual  internal  investigation  of 
what  has  been  called  the  biggest 
journalistic  fraud  since  1980,  when 
Janet  Cooke  piped  a  Pulitzer  Prize¬ 
winning  story  for  the  Washington 
Post. 

The  New  Republic  reported  its 
findings  in  a  short,  unsigned  item  in 
its  June  29  issue. 

“No  degree  of  fabrication  is  accept¬ 
able,”  it  said,  noting  that  many  of 
Glass’  pieces  consisted  of  “largely 
valid  reporting”  marred  by  a  few 
“made-up  sources.” 

In  sum,  the  magazine  said,“We  offer 
no  excuses  for  any  of  this.  Only  our 
deepest  apologies  to  all  concerned.” 

TNR  said  Glass  forged  documents, 
printed  phony  press  releases,  and 
invented  a  Web  site  in  an  effort  to 
deceive  editors. 

“Having  been  a  fact  checker  him¬ 
self,  he  knew  where  the  chinks  in  the 
fact-checking  armor  were  and  he 
exploited  that,”  said  editor  Charles 
Lane.  But  Lane  admitted  culpability:  “I 
have  to  learn  a  lesson  from  this:  edit 
more  skeptically.” 


Glass  could  not  be  reached  for 
comment. 

TNR  was  not  the  only  magazine 
Glass  conned.  He  also  invented  sever¬ 
al  quotes  in  a  profile  of  presidential 
confidant  Vernon  Jordan  in  George 
magazine.  The  anonymous  quotes 
dealt  with  Jordan’s  alleged  interest  in 
sex  and  younger  women.  George  pub¬ 
lisher  John  F.  Kennedy  Jr.  sent  Jordan  a 
personal  letter  of  apology. 

And  Harper’s  magazine  said  it 
couldn’t  confirm  all  the  details  in  a 
piece  Glass  penned  on  telephone  psy¬ 
chics  back  in  February.  Glass  claimed 
his  research  included  infiltrating  the 
industry  to  toil  as  telephone  psychic 
for  several  weeks. 

Glass,  25,  grew  up  in  Highland  Park, 
Ill.,  and  came  to  Washington  to  work 
at  the  Heritage  Foundation,  a  conserv¬ 
ative  think  tank. 

TNR  hired  him  as  an  intern  in  1995, 
and  he  worked  under  three  editors 
there. 

The  magazine  periodically  got  let¬ 
ters  challenging  Glass’  reporting,  but 
insisted  he  was  always  able  to  explain 
away  the  complaints. 

Glass  has  also  written  for  the 
Washington  Post,  Rolling  Stone,  and 
had  a  piece  pending  at  the  New  York 
Times  Magazine  when  news  of  his 
fraud  broke. 

His  cover  was  blown  when  Adam  L. 
Penenberg,  a  writer  for  the  online 
magazine  Forbes  Digital  Tool,  was 


asked  to  follow  up  on  “Hacker 
Heaven,”  a  breathless  Glass  piece 
about  a  teen-age  superhacker  who  got 
a  job  offer  from  the  company  whose 
network  he  had  infiltrated. 

“I  want  more  money,”  Glass  quoted 
fictitious  hacker  Ian  Restil  bellowing 
at  executives  of  a  phantom  firm 
called  Jukt  Micronics.“I  want  a  Miata. 
I  want  a  trip  to  Disney  World.  I  want 
X-Man  [sic]  comic  book  number  one. 
I  want  a  lifetime  subscription  to 
Playboy,  and  throw  in  Penthouse. 
Show  me  the  money!  Show  me  the 
money!” 

Penenberg  tried  but  couldn’t  reach 
any  of  the  article’s  sources.  When  he 
contacted  TNR,  editor  Lane  investigat¬ 
ed  —  and  then  axed  Glass. 

Even  so.  Glass  may  not  be  out  of  the 
Klieg  lights’  glare.  Press  reports  say 
Vanity  Fair  is  working  on  a  profile, 
and,  proving  crime  may  actually  pay, 
two  screenwriters  are  interested  in 
optioning  his  story. 

Adding  to  the  irony,  in  a  recent 
interview  with  National  Public  Radio 
about  his  undercover  job  as  a  psychic. 
Glass  mused  about  hucksterism: 

“Phone  psychics  are  part  of  a  con. 
The  difference  is  it’s  unlike  any  other 
con  in  the  world  in  that  the  person 
being  conned  thinks  they’re  getting 
some  real  value,  and  the  person  com¬ 
mitting  the  con  actually  thinks  they’re 
doing  something  of  value.” 

— ^Robert  Neuwirth 


Not  RJ.P.,  ROP 

Memo  TO  companies  experienc¬ 
ing  PR  disasters:  Consider  adver¬ 
tising  in  the  nation’s  newspapers. 

That’s  the  message  from  Valassis 
Communications  Inc.,  a  publicly  traded 
promotion  firm  in  Livonia,  Mich.,  as  it 
touts  its  crisis  response  public  rela¬ 
tions  package  for  corporate  managers. 

When  facing  such  corporate  night¬ 
mares  as  “product  recalls,  product  tam¬ 
pering,  labor  unrest,  and  celebrity 
spokespeople  gone  bad,”  here’s  the 
first  thing  the  firm  recommends:  “on- 
page  newspaper  advertisements.” 
Quick  turnaround  time  is  what 


makes  run-of-press  advertising  such  a 
successful  strategy,  Valassis  says,  noting, 
“Ads  can  be  placed  in  as  little  as  24 
hours,  in  as  many  as  13,000  newspa¬ 
pers  across  the  United  States,  Canada 
and  Puerto  Rico.”  Full-color  inserts  are 
also  a  worthy  strategy,  Valassis  says  of 
its  biggest  business  segment,  but 
inserts  require  more  lead  time. 

Valassis  ought  to  know.  It  has  some 
serious  disaster  chops,  having  spun  the 
corporate  line  during  the  Johnson  & 
Johnson  Tylenol  tampering  scandal  in 
1986,  the  Pepsi  syringe  hoax  in  1993, 
and  the  recall  of  Redux  by  American 
Home  Products  last  year. 

—  Robert  Neuwirth 


Strong  second 

Even  WEB  heads  read  the  news.  A 
new  online  survey  by  PC  EXPO 
trade  show  producer  Miller  Freeman, 
Inc.  shows  that  the  nation’s  digerati 
still  depend  on  newspapers. 

Of  1,000  respondents,  37%  said  the 
Internet  was  their  main  source  of 
news.  But,  at  27.4%,  newspapers  were 
surprisingly  strong,  outscoringTV 
(20.8%)  and  radio  (11.5%). 

The  study  also  showed  that,  for 
business,  techies  choose  e-mail  over 
telephone  by  a  2  to  1  margin.  But,  to 
speak  with  Mom,  they  still  choose  to 
phone  home.  —  Robert  Neuwirth 
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Learn  to  Lead! 


Enhancing  Leadership  Through  Diversity 


METPRO^iz  is  an  intense  leadership  development  pro¬ 
gram  that  seeks  to  diversify  the  ranks  of  business  leaders 
within  the  Times  Mirror  Newspaper, 
Magazine  and^  Consumer 

graduate  and  assume  pro- 
itfkVE  within  Times  Mirror. 


We  are  now  accepting  applications  from  candidates 
with  the  following  credentials;  an  educational  background 
equivalent  to  a  four-year  college  degree  (post  graduate 
education,  MBA  preferred),  with  4-8  years  in  a  management 
or  supervisory  capacity.  Superior  communication  skills, 
success  in  cross-functional  projects,  and  a  record  of  achieve¬ 
ment  are  mandatory. 

I  Selection  will  be  based  on  individual 
[  essays,  recommendations  and  a  series 
of  personal  and  group  inter- 
views.  Selected  candidates 
-  ^  /  will  thenjoinaTimes  Mirror 

lUlnjf  /  newspaper,  magazine  or  its 
consumer  health  publisher 
/  beginning  in  January  1999. 
Because  of  Tunes  Mirror’s  sub- 
f  stantial  investment  in  develop¬ 
ing  program  associates,  METPRO.Wz 
graduates  are  expected  to  woric  for  a 
minimum  of  one  year  at  a  Times  Mirror  organization. 

For  more  information  about  the  program  or  to  request  an 
program,  associates  will  tackle  application,  please  fax  your  resume  with  cover  letter  to 
real  business  chal-  213/237-2662,  Attn:  Paul  J.  Richardson,  METPRO,iiz 

Iloiges  as  a  partici-  Pn^ram  Director  and  Times  Mirror  Company  Assistant 
pant,  facilitator  or  General  Counsel,  e-mail:  metpro.biz@tm.com  Obtain  an 
project  team  leader,  application  online:  www.metprobiz.com 


Times  Mirror 


CIRCULATION  SENSE 


BY  JAY  SCHII.LKR 


Segmented  Compromise 
Keeps  50%  Rule  .  .  .  For  Now 

Further  discounting  is  dead  for  the  moment, 
but  the  pressures  fueling  the  proposal  remain 


Thanks  to  a  ruling  by  the 
Audit  Bureau  of  Circulations 
board,  both  sides  of  the  seg¬ 
mentation  debate  can  claim 
victory.  Smaller  papers,  opposed  to  cut¬ 
ting  basic  prices  beyond  the  current 
allowable  50%,  had  their  fears  assuaged 
when  the  modified  proposal  stated:  “To 
qualify  as  paid  circulation, 
subscribers  would  pay  at 
least  50%  of  the  market 
segment  price  or  not  less 
than  50%  of  the  ‘General 
Audience’  Basic  Price, 
whichever  is  higher,” 

(emphasis  in  the  original). 

Those  in  favor  of  seg¬ 
mentation  will  now  be 
able  to  define  and  include 
average  circulations  for 
up  to  10  individual  mar¬ 
ket  segments  in  ABC  reports.  However, 
a  key  phrase  —  “based  on  non-geo¬ 
graphic  characteristics”  —  further  dis¬ 
armed  larger  publications  from  waging 
price  wars  on  their  smaller  counter¬ 
parts. 

An  example  of  what  smaller  papers 
are  trying  to  avoid  is  seen  in  the  ongo¬ 
ing  price  war  the  Orlando  Sentinel  is 
waging  in  outlying  maikets.  Residents 
of  Lake  and  Volusia  counties  are  being 
offered  seven-day  home  delivery  of 
the  Sentinel  for  $  1  a  week,  a  discount 
off  the  zone  price  of  $1.50.  While 
these  areas  are  in  the  Sentinel’s  “all- 
other”  zone  (AOZ),  they  lie  smack  in 
the  middle  of  the  city  zones  of  the 
Leesburg  Daily  Commercial  and 
Daytona  Beach  News-Journal. 

To  stay  competitive,  the  smaller 
papers  are  forced  to  offer  similarly 
low  rates  —  at  a  cost  of  millions  of 
dollars  a  year  in  lost  circulation  rev- 


Schiller,  a  former  newspaper 
circulation  executive,  is  a  contract 
auditor  and  consultant  based  in 
Plantation,  Fla.,  (954-584-8904; 
fax  602-924-1902). 


enues.  Meanwhile,  the  Sentinel's  basic 
home-delivery  rate  in  its  city  zone, 
where  it’s  virtually  unchallenged,  is 
$3-35  a  week.Thanks  to  the  deep 
pockets  of  its  corporate  parent. 

Tribune  Co.  of  Chicago,  the  Sentinel  is 
far  better  equipped  to  sustain  a  price 
war  than  its  smaller  competitors. 

When  the  News- 
Journal  wrote  to  ABC 
seeking  relief,  the  audit¬ 
ing  agency  correctly 
responded  that  as  long  as 
a  member  did  not  dis¬ 
count  basic  rates  by  more 
than  50%,  no  bylaws  were 
broken.  If  segmentation 
had  been  approved  with 
further  price  discounting 
and  use  of  geographic 
characteristics,  the  even¬ 
tual  results  could  have  been  disastrous 
for  smaller  publications. The  rules  still 
allow  papers,  like  the  Sentinel,  to  set 
basic  rates  of  $3. 35  in  one  zone  and 
$1.50  in  another. 

The  fact  that  the  original  segmenta¬ 
tion  plan  included  an  unrelated  rider 
allowing  another  50%  discount,  on  top 
of  the  current  allowable  50%,  suggests 
this  was  never  really  about  segmenta¬ 
tion,  but  about  discounting. 

One  circulation  director  I  know 
said  newspapers  should  be  allowed 
the  same  flexibility  in  pricing  that 
their  advertisers  have  —  to  the  point 
that  a  paper  sold  for  a  nickel  should 
be  counted  as  paid. 

Despite  opposition  to  the  initial 
proposal,  which  would  have  allowed  a 
50%  discount  on  top  of  the  existing 
one,  support  for  market  segment  pric¬ 
ing  has  come  from  all  three  ABC  mem¬ 
bership  categories:  advertisers,  ad 
agencies  and  publishers.  In  all  fairness 
to  larger  publications,  some  of  the 
posturing  by  their  smaller  brethren 
seemed  hypocritical. 

L.  Gayle  Pryor,  director  of  circula¬ 
tion  for  Thomson  Newspapers,  was 


quoted  as  saying,  “We  think  discount¬ 
ing  simply  drives  chum  and  devalues 
the  product.”  Yet  Thomson  discounts, 
like  most  companies  do.  Perhaps  it 
only  devalues  the  product  when  some¬ 
body  else  does  it  in  your  backyard. 
Virgin  Paragraph  7s  (reporting  orders 
sold  at  discount)  on  Audit  Reports  are 
very  rare  indeed. 

Acceptable  nongeographic  seg¬ 
ments  under  the  current  plan  include 
senior  citizens,  students,  apartment 
dwellers  and  military  personnel. 
According  to  an  ABC  spokesperson,  an 
individual  subscriber  can  only  be 
reported  in  one  market  segment.  If  a 
publication  reports  the  circulation  for 
a  segment  incorrectly  on  its  Publisher 
Statement,  an  adjustment  will  be  made 
and  noted  on  the  Audit  Report. 

Segments  will  be  verified  just  as 
home  delivery  is  now,  with  the  added 
step  of  testing  for  eligibility.  This  may 
include  “nth,”  or  sample,  testing  of  sub¬ 
scribers.  Because  the  rules  don’t  speci¬ 
fy  what  documentation  is  needed,  it 
could  come  from  subscribers  them¬ 
selves  or  from  a  third  party.  In  other 
words,  ABC  auditors  may  have  to  rely 
on  consumers  telling  publishers  the 
truth.  ABC  said  it  could  not  be  respon¬ 
sible  to  ensure  that  consumers  are 
accurately  representing  themselves. 

If  anything,  it’s  more  likely  newspa¬ 
pers  will  under-report  segments  than 
over-report,  because  it’s  virtually 
impossible  to  quantify  the  total  num¬ 
ber  of  subscribers  in  a  segment.  As 
opposed  to  statistical  surveys  based 
on  sampling  used  by  television  and 
radio  to  establish  audience  numbers, 
ABC  demands  more  individual 
accountability  in  its  reporting. 
Newspapers  have  to  be  able  to  back 
up  circulation  claims  about  segments 
with  a  list  of  subscribers  in  each  one. 

For  a  fuller  view  of  a  segment,  the 
type  of  sampling  done  by  Nielsen  and 
Arbitron  might  be  a  better  alternative. 

(See  Circulation  Sense  on  page  105) 
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It’s  Sunday. 

A  day  of 
peace.  Quiet. 


©1998  Parade  Publications 


AND  A  PARADE 

IN  THEIR  It  just  wouldn’t  be  Sunday  without  Parade.  That’s  how 
LIVING  ROOM.  more  than  37  million  people  who  buy  your  Sunday 

newspapers  feel.  Parade  entertains  them.  Engages  them. 
Inspires  them.  Encourages  them.  With  issues  that 
people  care  about.  With  real-life  information  that  makes 
a  positive  difference.  That’s  why  Parade  is  America’s 
favorite  newspaper  magazine.  And  why  it’s  such  a  big  part 
of  what  makes  Sunday... Sunday. 

Nothing  Moves  America  Like  ATIHi 


Printa  Press  Controls 


for  Newspaper 


Headquarters:  Honeywell-Measurex  Corporation  •  One  Results  Way,  Cupertino,  California  95014  U.S.A.  •  Phone:  800-288-7491  • 

3105  Northwoods  Place,  Norcross,  Georgia  30071  •  Phone:  770-248-3742*  Fax:770-409-5523 
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Whether  it‘s  a  new  plant,  a  new  press  or  a  press  Improvement,  with 


Honeywell-Measurex  is  the  world’s  largest  process  automation 
company  in  commercial  and  newspaper  printing  press  control. 
With  more  than  1 ,000  print  couples  under  contract,  we’re  the 
largest  supplier  of  shaftless  newspaper  controls. 
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Honey well-Measurex  now  offers  flying  plate  changes  on  shaftless 
presses,  to  minimize  waste  copies  during  edition  changes. 
Honeywell-Measurex’s  state-of-the-art  press  controls  and  man¬ 
agement  systems  can  provide  a  total  plant  solution  —  from 
delivery  of  the  roll  to  delivery  of  the  final  edition. 

^eywelhMeasurex  you'll  have  everything  under  control.  Call  us  today. 


|dwide  Web  Site:  http://www.measurex.com 

Honeywell 

The  Oldest  Publishers 
and  Advertisers  Newspaper  in  America 


Newspapers  Go  Postal 
Over  USPS’s  ‘Auto  Day’ 

ONE  OF  WILLIAM  J.  Henderson’s  first  official  acts  as  the  new  post¬ 
master  general  was  to  wave  the  white  flag  of  surrender  in  the 
face  of  furious  newspaper  industry  opposition  to  the  U.S.  Postal 
Service’s  ill-conceived  “Auto  Day”  direct  mail  program.  Auto  Day  was  a 
particularly  outrageous  sop  to  the  direct  mail  industry  that  charged  auto 
dealerships  just  a  little  more  than  a  dime  per  piece  for  the  kind  of  “day- 
certain”  delivery  that  ordinary  folks  simply  can’t  get  from  the  Postal 
Service  —  unless  they  fork  over  10  bucks  for  Express  Mail. 

Henderson  told  Congress  last  week  that  the  Postal  Service  has  “no 
plans  to  build  revenue  at  the  expense  of  the  newspaper  industry.”  One 
big  step  Henderson  could  take  to  fulfill  that  pledge  would  be  to  repudi¬ 
ate  USPS’s  1998  marketing  plan,  which  explicitly  sets  a  goal  of  “moving 
substantial  revenues  from  pre-printed  newspaper  inserts  into  mail.” 

Grabbing  newspaper  preprint  business,  sponsoring  marketing  cam¬ 
paigns  that  denigrate  the  power  of  newspaper  advertising,  and  sucking 
up  to  junk  mailers  has  been  standard  operating  procedure  at  the  Postal 
Service  for  too  long.  If  the  new  postmaster  general  wants  to  put  the  Auto 
Day  fiasco  behind  him,  he  should  insist  the  Postal  Service  return  to  its 
real  job:  universal  mail  service  that  does  not  favor  any  one  advertising 
medium  over  all  the  others. 

That  isn’t  only  USPS’s  statutory  duty  —  it  also  makes  good  business 
sense.  For  the  fact  is.  Auto  Day  was  a  nonstarter  in  its  Milwaukee  tryout. 
Its  effect  on  newspaper  advertising  was  negligible  —  and  the  reason  is 
obvious  to  anyone  attending  this  week’s  Nexpo  equipment  show  in 
Orlando.  Today’s  newspaper  has  the  technical  capacity  —  and  market¬ 
ing  imagination  —  to  deliver  customers  in  virtually  limitless  combina¬ 
tions. 

When  it  comes  to  marketing  prowess,  the  Postal  Service  should  learn 
from  the  Auto  Day  flop. 
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LETTERS  TO  THE  EDITOR 


Off  base  on 
Los  Angeles 
penetration 

I  FOUND  YOUR  editorial  and  story 
(May  30,  p.  6,  pp.  20-21)  regarding 
competitors  collaborating  in  Los  Angeles 
to  sell  inserts  very  interesting.  However, 
they  contained  a  very  glaring  error. 

The  combined  circulation  of  the  Los 
Angeles  Times  and  the  Los  Angeles 
Newspaper  Group  does  NOT  “give 
advertisers  80%  penetration  of  the 
sprawling  Los  Angeles  Market.” 
According  to  the  California  Newspaper 

Newspaperdom* 


50  YEARS  AGO  . . .  Newspaper  adver¬ 
tising  was  declared  the  “best  buy”  in 
advertising  at  the  annual  Advertising 
Association  of  the  West  convention. 
With  16%  higher  costs  of  ads  in 
news  magazines,  1 1%  higher  in 
women’s  magazines,  newspapers, 
with  no  reported  increase,  were  the 
medium  of  choice  for  retailers  such 
as  Macy’s. 

A  California  program  to  provide 
newspapierboys  with  public  training 
was  suggested  by  the  managing 
director  of  the  California 
Newspaperboy  Foundation. “By  pro¬ 
viding  boys  who  sell  and  deliver 
newspapers  with  greater  opportuni¬ 
ties  outside  of  their  business,  we 
attract  better  boys,”  he  continued. 
“The  better  the  representation  the 
newspapers  have  through  these  boys 
with  the  public,  the  higher  the  pres¬ 
tige  of  the  newspaper  in  the  com¬ 
munity  and  the  greater  the  growth 
of  circulations.”The  International 
Circulation  Managers  Association 
convention  endorsed  the  idea. 

From  Editor  &  Publisher 
June  19,  1948 


For  additional  stories,  analysis 
and  industry  resources, 
visit  us  on  the  Web 
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Association’s  1998  Directory  and  Rate 
Book,  advertisers  reach  just  56%  of  the 
Los  Angeles  DMA  when  they  purchase 
EVERY  daily  in  the  market.This  new 
combination  should  be  substantially 
below  that  56%  and  nowhere  near 
80%. 

Your  story  and  editorial  are  very 
misleading.  A  correction  or  clarification 
would  be  appropriate. 

Bruce  M.  Wood 
publisher, 
Palos  Verdes  Peninsula  News, 
Palos  Verde,  Calif. 

Literacy  is  falling, 
too,  and  the  fault 
is  in  the  schools 

As  THE  PUBUSHER  of  a  small,  fast¬ 
growing  advertiser-driven  weekly 
publication,  I  find  the  many  comments 
on  the  underlying  reasons  for  newspa¬ 
per  circulation  problems  more  amus¬ 
ing  than  informative. 

Have  none  of  the  high-powered 
experts  noticed  that  the  downward 
spiral  in  newspaper  circulation  has 
followed  lock-step  with  the  diminish¬ 
ing  literacy  rate  in  our  nation? 
Primarily,  people  read  for  entertain¬ 
ment;  people  who  don’t  read  well,  sim¬ 
ply  don’t  read.  And  they  certainly  are 
not  going  to  buy  a  product  that’s  use¬ 
less  to  them  because  of  their  own 
shortcomings. 

Rather  than  blaming  the  Net  and  a 
zillion  other  whipping  boys  for  the 
print  media’s  problems,  the  print 
media  should  push  for  real  reform  in 


our  schools.  Surely,  our  small  publica¬ 
tion  is  not  unique  in  getting  from  local 
schools  news  releases  and  information 
packets  that  require  rewriting  for 
spelling,  grammar,  punctuation  and 
clarity  —  without  exception. 
Functionally  illiterate  “educators”  are 
incapable  of  producing  tomorrow’s 
readers. 

The  print  media  should  be  speaking- 
out  on  this  issue,  now,  while  they  still 
have  an  audience  capable  of  under¬ 
standing  the  problem.The  battle  is  a 
lot  closer  to  being  lost  than  is  appar¬ 
ent.  Continued  inaction,  whether  from 
so-called  liberalism  or  simple  fear  of 
offending,  will  virtually  guarantee  a 
bleak  future  for  our  industry. 

John  Isaacs 
publisher. 

Desert  Valley  Times,  Mesquite,  Nev. 

Cleveland  still 
in  Ohio,  FYL 

WE  APPRECIATE  YOUR  coverage 
of  our  plans  for  a  $38  million 
office  building  (May  30,  “New  Offices 
for  Cleveland  Plain  Dealer,”  p.22).  In 
case  anyone’s  wondering,  however,  the 
Plain  Dealer  remains  happily  at  home 
in  downtown  Cleveland,  Ohio  —  not 
in  southeast  Wyoming  as  the  last  para¬ 
graph  of  the  story  suggests.  Qt  appears 
that  an  errant  paragraph  from  the 
Laramie  item  elsewhere  on  the  page 
“boomeranged”  into  the  Plain  Dealer 
story!) 

William  C.  Barnard 
director  of  public  affairs. 
Plain  Dealer,  Cleveland,  Ohio 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 

/ 

ore  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 
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Twenty  years  ago,  we  set  out 
to  become  one  of  the  top 
newsprint  suppliers  in  North 
America .  Our  goal  was 
uncompromising  and  so 

have  been  our  results. 

We  consistently  respond  to  our 
customers'  demands  for  better, 
brighter,  smoother  and  more 
consistent  newsprint.  We  also 
provide  them  with  responsive 
technical  and  customer  service 
.  .  .  year  in  and  year  out. 


But,  don't  listen  to  us  about 
how  well  our  plans  have  turned 
out  .  .  .  listen  to  our 

customers  .  .  .  like  the 

people  at  Gannett  Supply 
Corporation . 

They've  noted  a  difference. 

In  their  1997  Annual  Supplier 
Survey  conducted  among  all 
their  newspapers,  including 
USA  Today,  Kruger  was  named 
Newsprint  Supplier  of  the  Year 
for  the  fourth  consecutive 


year,  as  well  as  1997  Quality 
Supplier  of  the  fear! 

Their  recent  press  release 
said,  "The  quality  of  its 
[Kruger's]  product  and  service 
to  Gannett  newspapers  are 
second  to  none."  Wow!  May  we 
suggest  that  this  just  about 
says  it  all!  What's  more, 
Kruger  has  been  their 
Newsprint  Supplier  of  the  Year 
11  of  the  last  17  years!  Do 
you  note  a  trend? 


A;  ,• 


It's  evident  to  all  of  our 
other  customers,  too.  In  fact, 
we've  been  told  that  we're 
considered  the  number  one 
sheet  in  many  of  the 
pressrooms  in  North  America. 
Why?  Because  we  make  the  same 
quality,  consistent  newsprint 
and  deliver  the  same 
responsive  service  to 
everyone.  We  figure  that  we 
must  be  doing  something  right 
.  .  .  so,  maybe  you'd  like  to 

give  us  a  call. 


Don't  worry,  we  won't  let 
these  awards  go  to  our  heads . 
After  all  ...  we  receive 
these  awards  over  the  years 
because  we  are  very  serious 
about  meiking  great  paper  and 
we  work  extremely  hard  to  keep 
our  customers  happy.  We'll 
work  hard  to  keep  you  happy, 
too.  Thanks  to  all  of  our 
customers,  our  friends  at 
Gannett  .  .  .  and  to  all  the 

Kruger  people  who  keep  the 
customer  as  their  #1  priority. 


©  Kruger 

\Nere  here  for  the  long  run. 

Phone:  800.265.7843 
Fax:  800.436.3313 
Web:  www.kruger.com 


€>  1998  Kruger  Inc 
Plidography:  Joseph  BfacKburn 
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'■  Enrbn'^can^’make  thenTpredictable  by^jsmg  ffnandaf  hea^iig^^ 
instruments.  These  tools  let  you  "lock  in"  a  price  for  up  to  10 
years.  Yet  there's  no  disruption  to  your  current  supplier  and 
customer  relationships.  The  result?  You  predict  future  cash  flow 
more  accurately  and  can  allocate  your  resources  more  effectively. 
Your  next  move  should  also  be  clear.  Call  1-888-ENRON-41  or 
713-853-1519  for  more  information. 


Please  visit  us  at  NEXPO  '98,  booth  #107. 


Enron  Capital  &  Trade 
Resources  Corp. 
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BY  JOE  NICHOLSON 


Is  Science  Writers  Group 
Trying  To  Muzzle  Press? 

The  National  Association  of  Science  Writers  says  it  has  a  gentlemen's  agreement'  that  the 
derogatory  remarks  published  on  its  Web  site  won't  be  reported  by  other  journalists 


A  PRESTIGIOUS  ORGANIZATION  of  sci¬ 
ence  writers  is  using  its  Web  site  to  post 
derogatory  comments  about  a  New  York 
Times  reporter  as  it  simultaneously 
demands  that  other  journalists  not  quote  from  this 
public  Web  document. 

Shortly  after  a  controversial  “cancer  cure”  story 
by  Gina  Kolata  was  published  on  the  front  page  of 
the  May  3  issue  of  the  New  York  Times,  the  Web 
site  of  the  2000-member  National  Association  of 
Science  Writers  began  publishing  criticisms  of 
Kolata  and  the  story. 

The  various  text  messages  have  been  penned  by 
science  writers,  including  members  identified  as 
newspaper  reporters  and  correspondents  at  publi¬ 
cations  such  as  Time,  U.S.  News  &  World  Report 
and  Business  Week. 

The  criticisms  were  delivered  by  e-mail  and 
then  organized  into  a  three-section  package  of 
HTML  pages  that  was  published  as  a  front-page 
feature  that  has  remained  available  on  the  Web  site 
for  weeks. 

The  organization’s  public  site  (www.nasw.org), 


which  requires  no  password  and  is  immediately 
accessible  to  any  of  the  Web’s  millions  of  users, 
now  has  more  than  150  pages  worth  of  text  about 
the  “cancer  cure”  story,  much  of  it  excoriating 
Kolata  and  the  Times. 

WANTS  NO  COVERAGE 

But  not  only  does  the  NASW  demand  that  news 
organizations  not  quote  from  the  material,  it  also 
has  discouraged  at  least  one  journalist  from  writ¬ 
ing  about  the  very  existence  of  the  controversial 
content. 

Ironically,  one  of  the  boilerplate  declarations  on 
the  site’s  opening  page  says  that  “above  all,  NASW 
fights  for  the  free  flow  of  science  news.” 

NASW  president  Richard  Harris  said  there  was 
“a  gentlemen’s  agreement  among  everybody  who 
uses  it,  all  journalists”  that  messages  on  the  Web 
site  could  not  be  used  unless  the  message  writers 
were  contacted  and  granted  permission. 

Harris  explained  that  one  journalist  has  already 
tried  “to  write  an  article”  about  the  NASW  Web 
site’s  derogatory  material  about  Kolata  and  the 


WHEN  PREPARING  TO  publish  com¬ 
ments  critical  of  New  York  Times 
reporter  Gina  Kolata,  the  NASW  gathered 
hundreds  of  list-serve  messages  together  to 
create  a  document,  as  long  as  a  major 
newspaper  series,  titled  “Reporting  Cancer 
Cures,  Part  1, 2  and  3  ” 

It  was  then  published  on  NASW’s  Web  site  with  an  intro¬ 
duction  saying,  “This  document  is  a  record  of  a  discussion 
that  took  place  on  the  nasw-talk  mailing  list  beginning  May 
4, 1998.  It  deals  with  a  number  of  issues  critical  to  the 
reporting  of  science  and  medical  news.” 

The  opening  questions,  which  brought  a  deluge  of  e- 
mail  responses  from  science  writers,  asked;  “Should  she 
have  done  the  story?  Should  it  have  appeared  on  the  front 
of  the  Times?  Would  you  have  done  the  story?” 

Few  science  writers  offered  any  defense  of  the  May  3 
story  by  Kolata,  a  respected  Times  science  writer  for  a 
decade  and  author  of  several  science-related  books.  She  is 
a  former  NASW  member,  according  to  group  officials,  who 
resigned  before  the  current  brouhaha  began. 

Although  some  commentators  conceded  they  had  not 
read  Kolata’s  story  and  others  indicated  they  were  misin- 


From  Its  Web  Site 

formed  about  the  dispute,  many  of  the  crit¬ 
ics  speculate  freely,  and  negatively,  about 
Kolata’s  motives  and  ethics. 

Many  comments  refer  to  two  aspects  of 
the  story:  quotes  from  Nobel  laureate  James 
Watson  predicting  cancer  would  be  cured 
in  two  years  (the  Times  later  published 
Watson’s  letter  contending  he  had  been  misquoted),  and  a 
follow-up  Times  story  reporting  Kolata  had  written  a  pro¬ 
posal,  and  might  receive  $2  million,  to  write  a  book  about 
the  possible  cancer  cure  she  had  reported  (Kolata  subse¬ 
quently  withdrew  the  book  proposal).“Let  me  propose 
that  IF  she  had  a  book  proposal  in  the  works  before  she 
did  Sunday’s  story,  then  the  story  moves  to  another  level  of 
ethical  problems,”  said  one  NASW  writer.  “IF  she  did  this, 
and  I  ran  the  Times,  I’d  fire  her  on  the  spot.” 

Another  NASW  member  wrote,“To  my  amazement,  I  read 
there  is  a  book  proposal  money  trail  leading  like  so  many 
potential-conflict-of-interest  breadcrumbs  to  Ms.  Kolata.” 

“Some  of  us  have  questioned  the  profit  made  because  of 
this  story,”  said  another  NASW  writer.  “Perhaps  it’s  only 
those  —  and  I  include  myself  in  this  number  —  who  stand 

(continues  on  next  page) 


What  NASW  Wants  Unreported 

Samples  of  the  criticism 
leveled  at  reporter 
Gina  Kolata  and  the 
New  York  Times 
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Home  page  of  NASW’s  Web  site,  where  discussion  and  criticism  of 
a  New  York  Times  cancer  story  were  posted.  The  association  says 
journalists  aren't  supposed  to  use  the  comments. 

Times  but  was  persuaded  to  drop  the  proposed 
article.  Harris  explained  that  the  writer,  who  he 
did  not  identify,  “quickly  said, ‘Never  mind,  I  won’t 
do  it  because  it  is  going  to  disrupt  things  a  lot.’” 


'PRETTY  ETHEREAL' 

Brant  Houston,  the  executive  director  of 
Investigative  Reporters  and  Editors  Inc.  and  an 
associate  professor  of  journalism  at  the  University 
of  Missouri  School  of  Journalism,  said,  “Suppose 
you  distributed  a  letter  to  500  people  and  then 
said,  ‘Please  don’t  repeat  anything  I  said.’  What 
chance  would  you  have  to  keep  it  from  being  dis¬ 
cussed  publicly?” 

Houston  suggested  NASW’s  attitudes  may 
reflect  a  membership  made  up  of  reporters  who 
“live  in  pretty  ethereal  lands”  covering  academic 
research  and  science  writers  who  work  in  pub¬ 
lic  relations  departments  where  they  “are  con¬ 
tinually  interested  in  controlling  and  steering 
how  information  is  disclosed.” 

'OBVIOUSLY  IN  THE  PUBLIC  DOMAIN' 

NASW’s  Harris,  a  science  correspondent 
with  National  Public  Radio,  conceded, 
“Obviously  it’s  in  the  public  domain.  .  .  .  It’s  an 
odd  thing  to  be  on  the  Internet,  the  World  Wide 
Web,  because  obviously  it’s  there  for  anyone  to 
see. 

“People  react  differently  to  something  that  is 
floating  around  electronically  on  the  Internet  than 
they  do  to  seeing  something  actually  printed  in  a 
magazine,”  he  told  fdi’P. “Which  is  not  rational,  but 
is  the  way  people  are.” 


(from  previous  page) 

a  snowball’s  chance  in  hell  of  chatting  over  drinks  with  a 

Nobel  Laureate  or  getting  million-dollar  advances _ We 

live  from  week  to  week,  hoping  to  meet  the  mortgage, 
tuition  payments,  car  repair  costs,  etc.” 

COMPLETELY  MANUFACTURED'  STORY 

Another  contended  “this  ‘news’  was  completely  manu¬ 
factured”  and  left  “an  inaccurate  impression”  that  sent 
“readers  scurrying  to  their  doctors  wanting  the  cure 
now”  and  was  “amplified  by  the  Pavlovian  lemmings  of 
the  daily  media  and  discussed  by  millions  of  people  mis¬ 
led  into  believing  it  was  new  and  a  big  deal.” 

“The  Times  may  have  started  the  whole  ugly  cancer 
drug  saga,  but  TV  amplified  the  infection  and  allowed  it  to 
spread,”  claimed  another. 

Kolata’s  article,  another  said,  should  have  been  head¬ 
lined  “Cancer  Hype  from  Hell”  and  illustrated  with  “a  grue¬ 
some  closeup  photo  of  a  dying  cancer  patient  trying  to 
phone  his  doctor,  while  healthy  mice  scurry  around  the 
hospital  bed.  Jim  Watson  and  Gina  Kolata  stand  in  the 
room,  drinks  in  hand,  declaring, ‘hang  in  there  buddy  — 
only  two  years!’” 

Questioned  another,  “Wouldn’t  it  have  been  more  hon¬ 
est  to  begin  the  cancer  drug  story  with  the  sentence: ‘In  a 
discovery  that  may  well  have  no  application  to  humans 
whatsoever,  researchers  announced  . . .’?  Of  course,  put 
that  way  it  never  would  have  made  the  front  page,  and 
probably  not  the  paper  at  all.” 

Of  two  NASW  writers  contacted  for  this  story,  Charles 
Petit,  of  U.S.  News  &  World  Report  did  not  object  to  use  of 
his  comments,  which  were  among  the  few  defending 
Kolata  from  attackers  and  their  “tone  of ‘Ah  HA!’  suspi¬ 
cion.”  Petit  accused  critics  of  hurling  “almost  libelous” 


comments  at  Kolata.”  The  derision  reflected  “a  little  bit  of 
mob  mentality'  that  something  dirty  had  been  uncovered 
in  her  behavior  which  encouraged  people  to  keep  their 
pitchforks  waving,”  he  said,  referring  to  e-mail  as  “so  much 
like  bar  talk.”  Reporters  who  use  quotes  without  the 
author’s  permission  are  “second-rate,”  Petit  said. 

Paul  Raeburn  of  Business  Week  criticized  Kolata  in  one 
message,  which  said  her  article  “led  thousands  of  patients 
to  believe  that  a  cure  was  at  hand  —  which  is  why  they 
have  flooded  the  phones  of  . . .  their  doctors.” 

PRIOR  APPROVAL 

In  an  interview,  Raeburn,  who  is  NASW’s  treasurer,  did 
not  object  to  publication  of  the  remark  but  added,  “We 
consider  it,  more  or  less,  a  private  —  I  mean,  it’s  not  really 
private  —  but  that’s  conversation  that  is  not  necessarily 
for  attribution.” 

“I  would  appreciate  an  opportunity  just  to  see  what 
you  plucked  out  of  mine  before  you  use  it,”  said  Raeburn. 
Asked  whether  members  realized  their  comments  might 
be  reported  elsewhere,  Raeburn  said,“rm  not  sure  any¬ 
body  has  really  forced  the  issue.  It  hasn’t  come  up.” As  for 
whether  he  had  thought  through  the  issue,  Raeburn  said, 
“I’ll  decline  to  answer.  I  really  don’t  want  to  discuss  this.” 

Kolata  and  New  York  Times  executive  editor  Joseph 
Lelyveld  declined  comment  about  the  NASW  Web  site. 
Previously,  Lelyveld  defended  the  front-page  play  of 
Kolata’s  story,  citing  increasing  optimism  of  scientists.  He 
conceded  the  story’s  caveats  probably  should  have  been 
more  forceful  and  placed  higher. 

“I  spoke  with  Gina  and  Joe,  and  we’ve  decided  that 
we’re  not  going  to  spend  any  more  time  on  this,”  said  a 
Times  spokeswoman.  “I  think  we’ve  pretty  much 
exhausted  this  topic.”  — Joe  Nicholson 
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Don  King,  Ready  To  Rumble, 
Buys  Cleveland  Black  Paper 

Boxing  impresario  with  checkered  past  acquires  Call  and  Post  with  high  at  bankruptcy  auction 


Boxing  promoter  don  King  is  entering  his  trademark  grey  hair  standing-straight-up,  and 
the  newspaper  business  in  his  hometown  doesn’t  know  his  plans  for  current  managers.  But 
of  Cleveland.  he  did  know  King  during  his  turbulent  early  years 

The  controversial  King  —  biographer  Jack  in  Cleveland. 

Newfield  calls  him  “a  hip  exploiter,  an  intelligent  The  subject  of  a  recent  made-for-television 
flesh  peddler”  —  capped  a  bankruptcy  court  auc-  movie.  King  was  a  numbers  runner  here  in  the 

tion  June  11  for  the  assets  of  P.W.  Publishing  Co.,  1950s,  and  killed  two  men  in  the  course  of  his 

which  owns  the  weekly  Call  and  Post,  an  African-  work.  In  1954  he  shot  a  man  who  was  robbing  a 
American  weekly,  with  a  winning  bid  of  $760,000.  numbers  house  in  what  was  ruled  a  justifiable 

His  attorney,  Donet  Graves,  said,  “Mr.  King  is  homicide.  In  1967  he  was  convicted  of  manslaugh- 
interested  in  perpetuating  the  voice  of  the  African-  ter  in  the  beating  death  of  a  man  on  a  Cleveland 
American  community”  in  local  affairs.  But  he  street  and  served  nearly  four  years  in  prison  before 
offered  nothing  specific  on  plans  for  the  paper  being  paroled  and  later  pardoned, 
other  than  a  statement  to  the  court  that  King  Lenear  was  one  of  many  prominent 
intended  to  continue  publishing.  Clevelanders  who  attached  their  names  to  peti- 

King,  whose  Don  King  Productions  is  head-  tions  for  King’s  release, 
quartered  in  Deerfield  Beach,  Fla.,  was  not  avail-  King  has  had  other  skirmishes  with  the  law  and 
able  for  comment.Associates  whose  names  appear  has  been  a  defendant  in  numerous  civil  lawsuits, 
on  court  filings  either  declined  to  comment  or  Still,  he  is  among  the  wealthiest  African-Americans 

were  not  available.  and  is  considered  an  able  and  shrewd  business- 

PW.  Publishing,  which  publishes  editions  of  the  man.  King’s  first  boxing  promotion  was  for  an 

Call  and  Post  in  Cleveland,  Columbus  and  exhibition  match  featuring  Muhammad  Ali  in  1972 

Cincinnati,  filed  for  bankruptcy'  in  1995  with  $3  2  to  benefit  an  ailing  hospital  that  served 

million  in  outstanding  debts.  Prior  to  the  auction,  Cleveland’s  African-American  community.  He  pro- 

and  after  selling  its  press  and  building,  a  trustee  moted  other  fights  in  Cleveland  and  in  the  early 

valued  the  paper’s  assets  at  $190,000.  The  bank-  1980s  was  reported  to  have  been  interested  in 

ruptcy  was  converted  to  a  liquidation  in  January  purchasing  the  Cleveland  Cavaliers  basketball 

1998.  The  company’s  trustee  during  the  proceed-  team.  His  attorney,  Graves,  suggested  that  King’s 

ings,  Saul  Eisen,  said  the  newspaper  made  an  oper-  purchase  of  the  Call  and  Post  was  motivated  by  a 


ating  profit  of  $45,000  in  its  first 
months  under  his  supervision.  The 
circulation  of  the  paper’s  three  edi-^ 
tions,  sold  primarily  at  newsstandjfl 
and  mostly  in  the  Cleveland  area, 
estimated  at  about  30,000  by  Eisen.  ■ 
After  the  bidding,  Call  and  Posm 
senior  editor  John  Lenear,  thel 
paper’s  day-to-day  leader  for  morel 
than  a  decade,  said,  “Always  wel 
emerge  from  every  issue  strongert 
than  before.”  | 

Lenear  said  the  paper  needs  “a] 
more  upscale  marketing  program.”" 
He  said  he  was  alluding  to  a  phrase 
coined  by  W.E.B.  DuBois  when 
he  said  the  paper  needed  to  tar-  ■ 
get  “the  talented  tenth  of  the  ■ 
people  who  make  things  hap-  I 
pen.”  I 

Lenear  said  he  has  not  been  in  H 
contact  with  King,  known  for  ■ 


CALL 


Browns 


BP  honorsstadenuanduac^ 


W^^^^md-based  Caff  and  Post  and  boxing  promoter  Don 
King,  the  hometown  son  who  bought  it  from  bankruptcy 


Miller  is  a  freelance  writer 
based  in  Bratenahl,  Ohio. 
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BY  M.L.  STEIN 


Pete  Hamill  Raises  Hell 
About  Newspaper  Publishers 

7  never  met  a  publisher  who  would  make  a  pimple  on  the  ass  of  a  good  reporter, " 
he  told  a  crowd  of  1, 100  investigative  editors  and  reporters.  They  cheered. 


PETE  HAMILL,  WHO  twice  left  as  editor  of 
New  York  tabloids  amid  squabbles  with 
publishers,  excoriated  publishers  at  a  jour¬ 
nalists’  conference,  accusing  them  of  being 
the  main  cause  of  newspapers’  decline  because 
“they  just  don’t  get  it.” 

What  they  don’t  get,  he  explained,  is  what  read¬ 
ers  want,  which  is  not  entertainment  but  solid 
reporting  that  gives  them  an  understanding  of 
their  communities  and  the  world. 

And  that  was  about  the  kindest  thing  Hamill  had 
to  say  about  upper  echelon  newspaper  executives 
in  remarks  to  the  annual  Investigative  Reporters  & 
Editors  meeting  in  New  Orleans  earlier  this 
month. 

“I’ve  never  in  my  life  met  a  publisher  who 
would  make  a  pimple  on  the  ass  of  a  good 
reporter,”  he  told  an  applauding  and  cheering  audi¬ 
ence.  “The  fact  is  that  publishers  don’t  know  any¬ 
thing  about  readers.  The  disjunction  between  the 
people  who  put  out  newspapers  and  the  people 
who  read  them  is  a  problem  we  all  face,  but  pub¬ 
lishers  think  they  can  learn  about  readers  by  hir¬ 
ing  semisociologists  to  give  them  focus  groups  — 
having  nine  guys  wired  to  see  if  they  get  a  jolt  in 
the  heart  when  the  Spice  Girls  appear  on  screen. 
Whenever  a  publisher  opens  his  mouth  and 
begins  a  phrase, ‘Our  readers  . . .,’ you  can  leave  the 
room.” 


ENTERTAINMENT  RATHER  THAN  REPORTING? 

Hamill,  who  tried  unsuccessfully  last  year  to 
steer  the  New  York  Daily  News  away  from  celebri¬ 
ty  news  and  gossip  (he  was  fired  by  the  publisher 
of  the  New  York  Post  in  1991),  said  if  a  newspaper 
wants  to  run  entertainment  items,  it  should  delve 
beneath  the  press  agents’  froth  to  find  underlying 
reasons  for  performers’  grip  on  fans.  Reporters,  he 
asserted,  should  be  sent  out  to  discover  “who  con¬ 
cocted  the  Spice  Girls  and  Menudo  and  convinced 
millions  of  11 -year-olds  that  they  could  not  live 
without  these  preposterous  groups.  But  instead, 
newspapers  are  printing  handouts  from  press 
agents  and  going  along  with  fan  magazine  gush  as 
a  substitute  for  reporting.  If  you  fill  the  paper  with 
a  lot  of  half-baked  entertainment  stories,  you’re 
going  to  lose  the  newspaper  and  the  advertising.  It 
must  be  remembered  that  newspapers  are  primar¬ 
ily  organs  of  information  and  knowledge.They  are 
not  in  the  entertainment  business.”  This  brought 
another  burst  of  applause  from  the  1,100  plus  IRE 
members  in  the  Fairmont  Hotel  ballroom. 

The  speaker  also  faulted  what  he  termed  news¬ 
papers’  overdependence  on  wire  copy  and  a  temp¬ 
tation  to  “just  paste  things  on  pages  rather  than 
drive  reporting.”  And  again  he  blamed  publishers 
for  not  being  aware  of  the  “passions  and  concerns 
of  the  community.” 

“If  newspapers  lose  that,  they  get  in  trouble,  and 


Pete  Hamill,  the 
distinguished 
New  York 
journalist,  (left) 
pictured  during 
his  brief 
New  York  Post 
editorship  with 
top  lieutenant 
Gerard  Brey 
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Hamill:  Champion  Of 
Newsroom  Tradition  [ 

AS  GROWING  NUMBERS  of  newspaper  companies  I 
express  a  willingness  to  rethink  the  traditions  of 
their  newsroom  in  order  to  accommodate  marketing  j 
objectives,  Pete  Hamill  has  emerged  as  a  national 
spokesman  against  such  concepts. 

In  his  latest  book,  News  is  a  Verb,  Hamill  writes: 
“Many  publishers,  corporate  or  individual,  are  more 
inclined  now  to  meddle  with  the  new's  side  of  the 
newspaper  than  at  any  time  since  the  end  of  World  j 
War  II.  .  .  .  They  meddle  most  directly  by  haranguing  i 
top  editors  about  stories,  the  play  of  those  stories,  and  | 
even  writing  style.  They  have  never  been  reporters,  j 
have  never  written  stories  on  deadline,  have  never  j 
stood  for  hours  in  the  rain  waiting  for  a  detective  to  ! 
tell  them  what  really  happened.  They  know  nothing  | 
about  the  city  where  the  paper  is  published  or  the  I 
ordinary  people  who  live  in  that  city,  but  they  are  con-  | 
vinced  they  know  more  than  the  talent  in  the  city  j 
room.”  I 


if  they  go  downscale,  I  guarantee  they 
will  be  in  trouble,”  he  declared.  But 
despite  his  diatribe,  Hamill  allowed  that 
some  publishers  are  “reasonably  honor¬ 
able  and  a  few  are  reasonably  intelli¬ 
gent.” 

MANY  EDITORS  TOO  REMOTE 

Hamill,  a  Pulitzer  Prize-winning  jour¬ 
nalist,  author  and  screenwriter,  included 
editors  in  his  wrong-w'ay-to-do-it  list. 

Too  many  of  them,  he  said,  live  outside 
the  communities  their  papers  serve. 
Newspapers,  he  continued,  should  be 
edited  for  their  communities,  “not  in 
some  national  way.”  When  editors  and 
reporters  live  in  the  cities  they  cover, 

Hamill  went  on,  they  have  a  better 
grasp  of  readers’  concerns  and  interests. 

“If  your  kids  are  going  to  school, 
you’re  shopping  in  local  stores  and 
using  public  transportation  you  are  see¬ 
ing  stories  every  day,”  the  Brooklyn-bom 
newsman  commented. 

Hamill  further  pointed  out  that  since 
newspapers  cannot  match  cable  news 
and  the  Internet  in  speed  and  frequency,  they  must 
be  accurate  and  complete. 

“We  must  be  right,”  he  insisted.  “This  means  tak¬ 
ing  a  deep  breath  and  making  not  one  or  two 
phone  calls  but  20  or  more  so  that  in  the  morning 
readers  can  trust  what  they  see  in  the  paper. 
Rumor  has  been  separated  from  fact.  There  is 
nuance  and  context.  If  we  don’t  do  this  work,  we 
perish.” 

According  to  Hamill,  newspapers  in  recent 
years  generally  have  failed  to  meet  those  standards 
in  four  main  areas:  business  reporting,  medical 
claims,  big-time  sports  and  “societal”  problems. 

NOT  CHASING  THE  SCOUNDRELS 

The  media,  he  said,  were  napping  before  the  sav¬ 
ings  and  loan  company  scandal  broke  and  seem 
unaware  today  of  the  impact  of  big  bank  and  auto¬ 
maker  mergers.  “Somewhere  in  the  last  seven  or 
eight  years  the  Sherman  Antitrust  Act  was  repealed 
and  nobody  told  us,”  he  quipped.  “While  all  these 
companies  are  merging,  the  only  person  being 
pursued  is  Bill  Gates  and  nobody  is  looking  at 
these  potential  scoundrels.”  Wall  Street,  Hamill 
insisted,  should  be  covered  like  a  police  beat. 

He  held  up  the  one-time  Phen  Fen  craze  as  an 
example  of  newspapers  swallowing  the  hype  and 
not  probing  deeper.  “  It  was  supposed  to  be  a  won¬ 
derful  thing,”  Hamill  noted.  “You  lose  fat  and  the 
pill  does  all  the  work.  Months  later  we  found  it  was 
blowing  holes  in  people’s  hearts.” 

POOR  SPORTS  COVERAGE 

In  sports,  writers  and  editors  are  not  paying 
enough  attention  to  its  business  side  and  the  grow¬ 
ing  racial  diversity  of  baseball  clubs,  Hamill  said. 
Singling  out  Yankees  owner  George  Steinbrenner 
as  an  example,  he  railed  against  team  owners,  who 
“come  in  and  force  taxpayers  to  buy  them  stadi¬ 
ums.”  He  pointed  out  that  proprietors  of  movie 
houses,  jazz  clubs  and  other  entertainment  busi¬ 


nesses  go  to  the  bank  when  they  need  funding 
while  sports  moguls  expect  public  financing. 
Although  sports  is  a  major  part  of  American  life, 
there  is  not  enough  coverage  of  the  way  it  func¬ 
tions,  he  added. 

Hamill  believes  newspapers  need  more  sports- 
writers  to  properly  cover  the  huge  array  of  sports 
and  should  recruit  Spanish-speaking  staffers  for 
baseball  coverage.  He  claimed  that  40%  of  baseball 
players  are  Latino  “and  if  1%  of  the  sports 
reporters  speak  Spanish,  I  would  be  shocked.” 

Important  facets  of  American  society  also  are 
usually  ignored,  Hamill  continued.  Newspapers,  he 
said,  should  be  finding  out  why  there  have  been 
drops  in  the  homeless  population,  the  number  of 
welfare  recipients  and  the  amount  of  assault 
weapons  on  the  streets. 

EVER  DUMBER  NEWSPAPERS? 

But  overall,  Hamill  lauded  IRE  members  for  their 
dedication  to  investigative  reporting  and  said  the 
future  can  be  a  “glorious  one”  for  newspapers.  He 
attributed  his  optimism  to  his  belief  that  the  chil¬ 
dren  of  America’s  burgeoning  immigrant  popula¬ 
tion  will  become  readers.  They  will  constitute,  he 
said,  “an  amazingly  interesting  society”  and  already’ 
have  indicated  a  strong  interest  in  gaining  knowl¬ 
edge  through  the  media.  However,  Hamill  warned, 
if  newspapers  dumb  down  themselves,  this  read¬ 
ership  will  be  lost. 

"The  dumber  the  paper  gets,  the  less  interested 
the  child  of  the  immigrant  family  will  be,”  he  con¬ 
tended. 

“They  know  how  hard  it  was  for  their  parents  to 
get  here  and  they  didn’t  go  through  all  that  so  they 
could  read  about  Donald  Trump  wishing  he  had 
dated  Princess  Di.  They  want  a  newspaper  that 
guides  them  through  the  world  into  which  they 
are  coming  to  maturity.  Newspapers  are  foolish  if 
they  don’t  go  after  these  people  who  will  own  the 
first  half  of  the  21st  century.”  ■ 
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BY  JIM  ROSENBERG 


Propane  Makes  Cleaner 
Air  An  Easy  Sell 

From  now  on,  some  papers  have  to  begin  buying  clean-fuel  vehicles 


Early  adopters  have  good  news  for 
newspapers  that,  beginning  this  year,  may 
have  to  buy  cleaner-running  vehicles. 
Clean  Air  Act  amendments  of  1990 
required  that,  from  model  year  1998  on  in  certain 
locations,  less-polluting  models  be  purchased  for 
fleets  of  10  or  more  vehicles  that  are  or  are  capa¬ 
ble  of  being  centrally  refueled.  Recognizing  that 
until  now  there  has  been  inadequate  availability  of 
suitable  light-duty  clean-fiiel  vehicles,  the  U.S. 
Environmental  Protection  Agency  recently  extend¬ 
ed  implementation  of  this  provision  for  another 
year  —  to  the  1999  model  year  (which  it  dates 
from  Sept.  1, 1998). 

Of  new  purchases  of  cars,  vans  and/or  light-duty 
trucks  (under  6,000  lbs.  gross  vehicle  weight)  by 
covered  fleet  operators,  clean-fuel  vehicles  are  to 
constitute  30%  in  model  year  1999,  50%  in  2000 
and  70%  in  2001  and  later  years.  Furthermore, 


Compressed  natural  gas  tanks  are  designed  to  fit 
available  spaces  under  trucks. 


these  vehicles  must  be  operated  on  a  “clean  alter¬ 
native  fuel”  that  allows  a  clean-fuel  vehicle  to  meet 
EPA  standards. 

Half  of  covered  purchases  of  heavier  vehicles 
(up  to  26,000  lbs.,  or  above,  at  a  state’s  discretion) 
must  meet  clean-fuel  emission  standards  begin¬ 
ning  in  model  year  1999  and  remaining  at  that 
level  thereafter. 

To  achieve  the  specified  percentages,  the  regu¬ 
lation  rounds  up  to  the  next  whole  number.  So 
two  of  five  vans  purchased  in  the  next  model  year 
may  have  to  burn  clean  fuel,  according  to  Dallas- 
based  EPA  regional  environmental  engineer  Paul 
Scoggins.  In  the  case  of  a  single  new-vehicle  pur¬ 
chase  during  the  first  model  year,  he  said,  the  per¬ 
centage  does  not  come  into  play.  Furthermore,  cov¬ 
ered  fleet  operators  may  combine  purchases  of 
clean-fuel  vehicles  and  mobile-emission  credits  to 
reach  the  specified  percentages.  Similarly,  those 
who  surpass  the  required  percentages  may  sell 
their  credits. 

Areas  covered  by  the  EPA’s  Clean  Fuel  Fleet 
Program  are  those  with  1980  populations  exceed¬ 
ing  250,000  that  are  classified  as  serious  or  worse 
for  ozone  or  that  meet  a  threshold  value  for  car¬ 
bon  monoxide.  A  CFFP  is  a  mandated  revision  to 
“state  implementation  programs”  for  controlling 
polluting  emissions.  CFFPs  do  not  apply  to  those 
areas  described  above  if  those  areas  are  in  states 
that  have  substituted  acceptable  control  programs 
in  place  of  the  federal  clean-fleet  program.  But 
newspapers  in  areas  not  covered  by  the  federal 
CFFP  may  face  similar  requirements  arising  from 
state-originated  programs. 

EPA  environmental  specialist  Peter  Lidiak  said 
states’  opt-out  programs  must  aim  for  long-range 
emissions  equal  to  federal  program  targets  and 
must  use  measures  “that  are  not  required  by  the 
I  Clean  Air  Act”  —  in  other  words,  a  state  cannot 
o  include  already-mandatory  measures  in  its  own 
5  program. 

I  “Nonattainment”  areas  that  remain  covered  by 
f,  the  federal  program  are  Denver-Boulder  (for  car- 
g  bon  monoxide),  Atlanta,  Washington,  D.C., 
3  Chicago-Gary-Lake  Counties,  Milwaukee-Racine 
5?  and,  probably  soon  to  be  dropped  from  the  list, 
^  Baton  Rouge  (all  for  ozone), 
g  Some  fleet  and  distribution  managers  contacted 
S  by  E&P  were  unaware  of  the  regulation  (including 
m  one  mid-size  daily’s  manager  who  “hadn’t  heard 
3  anything  about  it”  but  expected  to  buy  more  than 
S  one  truck  or  van  this  year).  Others  had  no  plans  to 
buy  clean-fuel  vehicles.  Neither  Denver’s  two 
dailies  nor  a  large  metro-area  group  (with  a  differ- 
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Serious  Colo.  Nonattainment  Area 


Atlanta,  Ga. 
Serious  Ozone  Nonattainment  Area 


Owrinnett 


Arapahoe 


FuHon 


Dou^as 


Waukesha 


Milwaukee-Racine,  Wis.,  and 
Chicago-Gary-Lake  Counties,  Ill.-Ind, 
Severe  Ozone  Nonattainment  Areas 


MorrtQomafy 


M^^ervy 


CHICAGO 


Entire  county 


Washington,  D.C.  (Md.-Va.) 
Serious  Ozone  Nonattainment  Area 


Kendal 


Part  of  county 


CFFP  Nonanainment  areas  represent  home  markets  of  more  than  40  daily  newspapers. 


ent  sort  of  distribution  headache)  responded  to 
inquiries. 

With  combined  daily  circulations  of  about 
445,000  and  over  700,000  on  Sundays,  Atlanta’s 
Journal  and  Constitution  have  the  fleet  to  match. 
“We  just  recently  purchased  some  new  trucks  and 
will  be  purchasing  some  more,”  said  bulk  distribu¬ 
tion  manager  Charles  Thomas. 

“We’re  OK  there,”Thomas  said  about  regulatory 
compliance,  pointing  to  the  work  of  engineers  in 
the  company’s  risk-management  department.  Hal 
Brown,  director  of  energy  conservation  manage¬ 
ment  for  parent  company  Cox  Newspapers,  could 
not  be  reached  by  deadline  for  comment  on  what 
actions  will  be  taken  in  Atlanta. 

For  now,  however,  the  papers’  vehicles  all  run 
on  either  gasoline  or  diesel  fuel,  according  to 
Gerald  Foster  in  vehicle  maintenance.  Foster,  who 
is  retiring  at  year  end,  remembered  that  the 
Journal  and  Constitution  tried  propane  some 
years  ago  “and  it  didn’t  work  out.”  He  said  he 
thought  the  company  has  since  talked  to  local  util¬ 
ities  about  alternative  fuels  and  will  be  trying  t\\'o 
battery-powered  vehicles  this  year. 

Unaffected  by  CFFP  requirements  in  the  Atlanta 
area,  the  Marietta  Daily  Journal  (circulation 
21,0()0-plus)  uses  fewer  than  10  vehicles,  accord¬ 
ing  to  vice  president  and  operations  director 
Harris  S.  Keetles. 

But  at  26,309  daily  circulation  (28,687  Sunday), 
the  Kenosha  News  operates  a  fleet  of  about  20 
one-ton  GM  vans  and  is  budgeted  to  buy  three  this 
year  —  to  add  to  or  replace  existing  vans,  as  prod¬ 
uct  needs  dictate,  according  to  circulation  director 
Jimmy  Jones. 

“We’ve  been  looking  into  alternative  methods” 
for  fueling,  said  Jones,  noting  that  a  natural  gas  sup¬ 
ply  station  may  be  in  the  works  for  Kenosha, 
which,  at  the  Milwaukee-Racine  nonattainment 
area’s  southern  end,  is  contiguous  with  the 


Chicago  area. 

“We  were  actually  thinking  that  we  might  just  go 
to  leasing,”  said  Jones.  But  while  natural  gas-pow¬ 
ered  vans  can  be  leased,  he  later  remarked,  “If  vehi¬ 
cles  had  [natural  gas]  as  a  feature,  we  would  most 
likely  buy”  rather  than  lease.  He  said  other  local 
firms  run  vehicles  on  natural  gas,  and  that  the 
paper  has  been  offered  natural  gas  conversion  kits 
for  its  existing  vans. 

Like  some  other  large  dailies,  the  Chicago 
Tribune  and  Milwaukee  Journal  Sentinel  lease 
their  fleets  (both  from  Ryder  Transportation 
Services).  For  Milwaukee,  it  amounts  to  30  diesel- 
powered  straight  trucks  with  21'  boxes,  about 
another  30  one-ton  vans  (also  diesel)  and  approxi¬ 
mately  80  cars  for  news  photographers  and  subur¬ 
ban  and  state-area  district  managers. 

Journal  Sentinel  transp>ortation  manager  Matt 
Quinn  said  that  as  the  trucks’  and  cars’  owner, 
Ryder  is  responsible  for  compliance  and  “would 
have  to  provide  us  with  the  vehicles  that  meet 
those  newer  specifications.” 

“We’re  just  going  to  rely  on  Ford  standards,”  said 
John  Guion,  referring  to  the  auto  maker’s  latest 
low-emission  models.  Ryder’s  customer-service 
manager  at  the  newspaper’s  garage,  Guion  said  the 
gasoline-powered  cars  will  meet  government 
clean-fuel  requirements. 

Guion  said  the  fleet  will  continue  relying  on  effi¬ 
cient  diesel  in  its  trucks.  “They  don’t  give  off  car¬ 
bon  monoxide,  period,”  he  said,  maintaining  that 
the  black-smoke  sometimes  seen  in  diesel  exhaust 
—  attributed  to  a  sooty  mixture  of  carbon  and 
unspent  fuel  —  “is  still  cleaner  than  the  invisible 
gas  . . .  coming  out  of  cars.” 

When  it  took  over  the  paper’s  fleet  operations 
four  years  ago,  said  Guion,  Ryder  also  took  posses¬ 
sion  of  two  trucks  able  to  switch  between  unlead¬ 
ed  gasoline  and  natural  gas.  Guion’s  never  seen 
them  run  on  natural  gas.  Deemed  not  cost-efficient 
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Mike  Tibuto  refuels  with  propane  at  the  Freehold  plant  of  the  Asbury  Park  Press. 

to  run,  he  said,  they’re  being  sold  at  month’s  end. 

POPULAR  PROPANE 

“Any  vehicle,  even  if  it’s  fueled  on  conventional 
gasoline  —  if  it  can  meet  the  emissions  require¬ 
ments  —  can  be  considered  a  clean-fuel  vehicle,” 
said  the  EPA’s  Lidiak,  adding  that  it  is  more  difficult 
for  gasoline  than  for  most  alternative  fuels  to  meet 
those  requirements. 

The  ERA  notes  that  it  expects  the  numerous 
models  certified  to  California  low-emission-vehicle 
standards  when  fueled  by  California  reformulated 
gasoline  could  be  certified  as  federal  clean-fuel 
vehicles.  But  because  those  vehicles  must  run  on 
clean  alternative  fuels,they  may  have  to  be  run  on 
California  reformulated  gasoline,“which  is  general¬ 
ly  not  available  outside  California.”  The  ERA  could 
not  yet  say  if  federal  reformulated  and/or  conven¬ 
tional  gasoline  “qualify  as  clean  alternative  fuels  for 
CFVs  certified  to  LEV  standards  on  California  refor¬ 
mulated  gasoline  .  .  .  .”  The  ERA  further  said  it 
expects  that  auto  makers  could  certify  their 
California<ertified  LEVs  as  federal  CFVs  on  federal 
fuels. 

That  would  allow  CFFP-compliant  purchases  of 
gasoline-powered  small  sedans  and  station  wagons 
from  at  least  four  manufacturers  and  mid-size  vans 
from  GM. 

Of  the  available  alternatives  to  gasoline  —  alco¬ 
hol  is  usually  mixed  with  gasoline  in  various  ratios, 
propane,  natural  gas  and  electricity  —  propane  is 
most  popular.  Papers  that  have  used  it  for  years 
agree  it  is  cleaner,  cheaper  and  less  troublesome 
than  gasoline. 

After  23  years,  the  Los  Angeles  Times  switched 
in  1994  from  more  than  300  propane-powered 
bobtail  trucks  serving  its  numerous  dealers  to 
about  80  diesel-powered  tractor  trailers  delivering 
to  a  few  distribution  centers.  By  then,  however, 
almost  400,000  vehicles  in  the  U.S.  were  burning 
propane. 

Citing  the  new  distribution  system,  Clete  Page 
remarked,  “We  had  no  choice  but  to  go  to  diesels, 
even  though  our  experience  with  propane  was 
excellent.”  The  Times  administrative  services  man¬ 


ager  said  the  changeover 
reduced  annual  fleet  mileage 
from  9-10  million  miles  to  3 
million.  (The  paper  still  uses 
about  20  smaller  vans,  some 
solely  for  local  deliveries.) 

Efficiency  can  often  lead 
to  economic  and  environ¬ 
mental  congruity,  according 
to  ERA  engineer  Scoggins.  He 
I  said  it  is  entirely  possible  that 
?  running  fewer,  larger  diesel 
1  trucks  over  fewer  and  shorter 
5  routes  could  produce  a  small- 
^  er  total  volume  of  noxious 
I  emissions  than  a  much  larger 
S  fleet  of  smaller  propane- 
g  burning  vehicles  traveling 
^  millions  more  miles, 
o  Three  years  ago  the 
Asbury  Park  Press  became 
New  Jersey’s  first  paper  to 
begin  converting  to  propane.  Satisfied  with  its 
new  fuel,  the  paper  now  uses  it  in  walk-in  step 
vans  and  in  a  couple  of  cargo  vans. 

“Our  intention  is  to  take  all  our  step  vans  into 
propane  as  we  replace  them,”  said  transportation 
manager  Ron  West.  That  amounts  to  some  40  vans 
over  the  next  three  years,  according  to  West. 

Toledo  Blade  distribution  manager  Stan  Secord 
said  his  head  mechanic  is  happy  with  the  pro¬ 
longed  engine  life  in  the  paper’s  fleet  of  55  12'  and 
14'  step  vans.The  mostly  dual-wheel,  10,000-GVW 
vans  have  less  oil  contamination  and  cleaner  spark 
plugs  (meaning  fewer  changes  of  each)  and  less 
engine  wear. 

“You  couldn't  get  a  better  fuel,”  said  Times 
garage  manager  John  Thomas,  who  ticked  off  the 
following  advantages:  200,000  miles  between 
overhauls,  100,000  miles  between  valve  jobs  and 
easy  starts  every  morning. 

That  last  benefit,  however,  diminishes  with  tem¬ 
perature.  In  Toledo,  delivery  trucks  “actually  run 
better  on  the  propane,”  said  Secord,  “as  long  as  it's 
above  freezing.”  He  added  that  although  propane- 
powered  trucks  still  generally  perform  well  at 
lower  temperatures,  they  have  more,  mostly  start¬ 
up,  problems  in  the  cold. 

The  Blade,  however,  has  a  dual-fuel  fleet  capa¬ 
ble  of  burning  either  gasoline  or  propane.  Secord 
remembered  a  couple  of  very  cold  winters  when 
“we  just  switched  over  to  gas.”  To  switch,  a  driver 
merely  pulls  a  lever  and  throws  a  switch. 

Secord  also  pointed  out  that  the  dual-fuel  sys¬ 
tem  helps  insure  against  empty  tanks.  Should  a  dri¬ 
ver  forget  to  gas  up,  there  is  usually  enough  fuel  in 
one  tank  —  or  between  the  two  —  to  keep  from 
running  dry  on  the  road. 

The  vans  switch  to  gasoline  periodically  to 
insure  that  they  run  properly  on  it  and  that  tanks 
are  full,  said  Secord.  In  earlier  models  from  the  days 
of  leaded  gas,  the  paper  reported  that  gas  was  used 
once  every  week  to  keep  the  engines  running  well. 

Rrices  for  gasoline,  alcohol,  natural  gas  and 
propane  vary  by  region  and  quantity.  Though 
Thomas  found  that  mileage  on  propane  wasn’t 
that  good  in  Los  Angeles,  at  66t  per  gallon  the  cost 
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Counts 


operating  Shaftless  Couples 


Does  it  make  a  difference?  You  bet  it  does!  As  you  face  critical 
decisions  regarding  your  printing  operation,  including  press  controls  and 

I  drives,  it’s  more  impiortant  than  ever  to  partner  with  an  expieri- 
enced  supplier.  With  thousands  of  printing  couples  operating 
on  both  shaftless  and  conventional  presses,  ABB’s  expierience 
has  truly  made  the  difference.  Recognized  worldwide  as  the  pio¬ 
neering  company  in  newspajser  control,  ABB  I  **  . 

developed  the  first  modem  press  controls,  the  ^ 
first  shaftless  press  control  system,  and  has  led 
the  way  with  integrated  AC  driiies  technology. 


When  you’re  considering  a  new  plant, 
new  press,  or  drives  and  control  systems  retrofit,  you 
can  make  a  difference.  Call  ABB  Printing  Systems,  at 
(414)  785-8361,  because  Experience  Counts. 


ABB  Industrial  Systems  Inc.,  Printing  Systems,  16250  W.  Glendale  Drive,  New  Berlin,  Wl  53151 
www.abb.com/printing 


of  using  it  couldn’t  be  beat.  The  Times  supplied  its 
trucks  with  propane  from  pairs  of  30,000-gallon 
tanks  at  each  of  its  three  production  plants. 

West  agreed  that  “You  do  lose  miles  per  gallon 
when  you  run  propane,”  estimating  the  loss  at 
roughly  25%.  But  volume  also  is  Asbury  Park’s 
advantage  (in  a  state  where  gasoline  is  already 
cheap).  Its  Neptune  facility’s  co-generation  system 
is  fueled  by  natural  gas  —  with  a  30,000-gallon 
propane  back-up.  “Because  we  have  such  a  large 
storage  tank,”  said  West,  “we  can  buy  . . .  propane 
in  the  range  of  50<t  a  gallon.  A  quote  we  had  yes¬ 
terday  was  even  a  little  lower  than  that.” 

On  average,  propane  has  cost  less  than  gasoline 
for  two  of  the  last  three  years  and  has  been  within 
tenths  of  a  cent  per  gallon  in  some  other  years  in 
Toledo,  according  to  Secord.  He  said  prices  now  sit 
at  about  $  1  for  propane  and  up  to  $  1 .09  for  gas. 

In  1991,  the  Blade  reported  average  weekly  sav¬ 
ings  of  $2,250  by  relying  on  propane.  In  line  with 
others’  experience,  Secord  said  average  mileage 
falls  from  7  or  8  miles  per  gallon  of  gasoline  to 


the  same  volume  of  gasoline,  according  to  John 
Bradley,  a  research  associate  in  charge  of  the 
Alternative  Fuels  Information  and  Training  Center 
in  the  Future  Transportation  Technologies  section 
of  the  Center  for  Urban  Transportation  Research  in 
Tampa. 

Deriving  much  of  his  information  from  fleet 
managers  in  Florida  industry  and  government, 
Bradley  (whose  center  is  part  of  the  University  of 
South  Florida’s  College  of  Engineering)  said  ener¬ 
gy  available  from  compressed  natural  gas  comes  in 
very  near  propane,  while  that  from  liquified  natur¬ 
al  gas  is  about  90%  gasoline’s. 

The  state  has  almost  no  experience  with 
methanol  (from  wood,  coal  or  natural  gas)  and 
ethanol  (usually  from  corn),  said  Bradley.  He  noted 
that  the  alcohols’  reported  results  range  from  well 
below  to  well  above  propane  and  natural  gas, 
depending  on  the  mixture  ratios  used. 

Though  electricity  cannot  be  compared  on  a 
volume  basis,  it  offers  by  far  the  shortest  distances 
between  refuel/recharge  stops:  under  100  miles 


about  6  miles  on  propane. 

Today,  just  past  the  halfway  point  in  a  multiyear 
conversion  from  dropping  bundles  at  carriers’ 
houses  to  delivering  to  distribution  centers,  the 
Blade,  said  Secord,  is  seeing  significant  further  sav¬ 
ings  on  fuel  costs. 

COMPARING  OTHER  ALTERNATIVES 

For  driving  at  local-road  speeds,  propane  offers 
approximately  85%  of  the  energy  available  from 


for  readily  available  lead-acid  batteries.  (E-cars 
parked  outside  Bradley’s  office  plug  into  the  car¬ 
port’s  photovoltaic  charger  —  supplying  unlimit¬ 
ed,  almost-free  power  from  the  sun.) 

Batteries  also  differ  in  their  pollution  potential. 
Whereas  fuel  combustion  pumps  carbon  and 
nitrogen  compounds  into  the  atmosphere  sur¬ 
rounding  a  vehicle,  conventional  batteries’  lead 
and  sulphuric  acid  must  be  dealt  with  at  the  man¬ 
ufacturing  and  disposal/recycling  sites. 
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Efficiency  improvements 
and  government  standards 
pushed  the  cost  of  convert¬ 
ing  vehicles  to  natural  gas  in 
the  past  five  years  from 
$2,000  to  $5,000,  equalling 
or  exceeding  the  extra  cost 
of  a  vehicle  originally 
designed  for  the  fuel.  The 
extra  cost  of  those  designed 
for  propane  may  be  less  —  a 
lot  less  with  some  incen¬ 
tives,  said  Bradley. 

Seven  years  ago  Toledo 
Blade  mechanics  finished 
converting  their  fleet  to  run 
on  propane  and  gasoline  at  a 
per-truck  cost  of  $1,200  in 
materials  (up  to  about 
$1,500  by  1995),  mostly  for 
carburetor  set-up  and  an 
onboard  propane  tank.  At 
the  time,  it  was  estimated 
that  outside  labor  would 
have  added  $400  per  truck. 

Secord,  who  after  19  years 
at  the  Blade  was  named 
truck  foreman  in  1989  and 
fleet  superintendent  two 
years  later,  remembered  the 
move  to  propane  began  after 
the  gas  shortages  and  price 
shocks  of  the  1970s.  As 
important,  he  added,  was  the 
fact  that  the  paper’s  owners. 
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have  contributed  so  little  to 
leaner  air,  said  Lanoue,  “the 
Clean  Fuel  Fleet  Program 
was  not  worth  incorporating 
into  our  plans.” 

Lidiak  noted  that  although 
the  original  opportunity  to 
opt  out  of  the  federal  pro¬ 
gram  ran  through  1992,  the 
EPA  remains  amenable  to 
adequate  substitute  pro¬ 
grams  —  for  example,  if  a  sig¬ 
nificant  source  of  emissions 
is  not  from  motor  vehicles.  In 
the  case  of  Baton  Rouge,  said 
Lanoue,  the  credits  being 
substituted  are  stationary- 
source  emissions  credits 
resulting  from  measures  over 
and  above  those  mandated 
by  federal  regulations. 

the  Block  family,  “felt  very  good  about  it  from  an  It’s  no  surprise  that  the  Advocate  chose  a  local 
environmental  standpoint.”  natural  resource  when  it  converted  its  fleet  to  nat- 

For  flexible-fuel  vehicles  that  mix  alcohol  and  ural  gas  in  the  early  1970s.  It  was,  however,  a  rela- 
gasoline,  said  Bradley,  “there’s  basically  no  differ-  tively  short-lived  experiment, 
ence  in  cost”  from  a  gasoline-powered  model.  The  After  running  on  natural  gas  for  about  four 
most  dramatic  price  changes  are  for  electric  vehi-  years,  the  “mechanic  that  worked  on  [those]  vehi¬ 
cles.  Conversions  are  very  rare,  but  the  $100,000  cles  . . .  moved  on  and  we  couldn’t  find  anybody  to 
price  of  the  first  batter>'-powered  production  work  on  them,”  said  Prince.  Though  it  had  pur- 

models  has  dropped  to  about  twice  the  sticker  chased  a  compressor  station  and  other  equipment, 

price  for  a  conventional  gas-burning  pick-up  he  added,  “We  ended  up  converting  back  to  gaso- 
truck,  according  to  Bradley.  line.” 

In  terms  of  technology;  price,  mileage  and  avail- 
CNG  OR  LNG?  ability,  natural  gas  appears  to  come  closest  to  com- 

In  the  least  urbanized  nonattainment  area  cov-  peting  with  propane.  But  for  some,  it’s  just  not 
ered  by  the  CFFP,  Baton  Rouge  Advocate  circula-  close  enough. 

tion  manager  James  Prince  said  he  thinks  his  paper  When  Asbury  Park  began  looking  at  alternative 

will  need  to  buy  some  new  delivery  vehicles  but  fuels,  said  West,  it  considered  compressed  natural 
was  unsure  what  they  will  be.  gas  but  had  concerns  that  “you  had  to  have  a  lot  of 

Now,  he  doesn’t  have  to  worry.  The  government  big  tanks  in  the  truck  to  get  any  range  on  it. “Those 
won’t  tell  him  what  he  must  purchase.  concerns,  he  added,  included  safety,  owing  to  the 

“We  will  not  be  doing  a  Clean  Fuel  Fleet  tanks’  very  high  pressure  —  from  3,000  to  4,800 
Program  in  Baton  Rouge,”  Teri  Lanoue  said  late  last  psi. 

month.  The  program  manager  for  mobile  sources  Furthermore,  pressure  must  be  maintained  dur- 
in  the  Air  Quality  Division  of  Louisiana’s  ing  refueling  —  assuming  a  refueling  station  can 
Department  of  Environmental  Quality  said  the  EPA  be  found.  They  are  scarce,  said  West,  because  they 
will  recognize  “emission-reduction  credits  that  we  are  “extremely  expensive.”  He  estimated  installing 
can  substitute”  for  clean-fuel  fleets.That  alternative  a  CNGfuel  station  would  cost  about  $100,000; 
plan,  said  Lanoue,  will  show  reductions  through  other  estimates  run  twice  as  high. 

2007  “at  least  equivalent  to  what  we  would  have  In  Los  Angeles,  Thomas  said  the  Times  tested 
achieved”  through  the  CFFP.  CNG  in  a  truck  for  about  two  years  in  partnership 

The  state  is  a  leading  chemical  processor  and  with  a  couple  of  vendors;  the  Times  supplying  the 
producer  of  natural  gas,  petroleum  and  sulphur,  truck  and  its  partners  supplying  the  engine  and 
and  Baton  Rouge  ranks  high  in  concentration  of  expertise. That  truck  is  now  being  reconverted  to 
such  industries,  with  the  country’s  second  largest  hold  and  burn  diesel  fuel. 

oil  refinery. Though  the  city  alone  falls  short  of  the  “It  was  good  development,”  said  Thomas,  “but  I 
CFFP’s  population  threshold,  the  nonattainment  think  it  needs  another  two  years  in  somebody 
area  comprises  five  parishes.  For  its  size,  the  area  else’s  truck.” 

probably  has  fewer  vehicles  and  more  chemical  He  said  problems  included  a  very  short  range 
plants  than  the  five  other  covered  metro  areas.  and  the  high  compression  and  speed  demanded  of 
Of  ozone-generating  and  otherwise  noxious  the  engine  to  achieve  sufficient  horsepower, 
emissions,  Lanoue  said  “our  inventory  is  primarily  “It  generates  a  tremendous  amount  of  heat,”  said 
a  stationary  source.”  Compared  with  other  metro  Thomas,  who  noted  that  the  engine  had  to  be  torn 
areas,  she  added,  “we  don’t  have  the  same  large  apart  two  or  three  times  to  get  at  damaged  piston 
vehicle  population.”  In  other  words,  fixing  fleets  rings. 

would  do  very  little  to  fix  the  pollution  problem.  Thomas  said  he  thinks  liquified  natural  gas  “may 
Because  reductions  from  mobile  sources  would  (See  Propane  on  page  105) 
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In  Toledo,  Blade  delivery  vans  can  quickly  switch  between  gasoline  and  propane. 
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BY  SCOTT  DICKENSHEETS 


Newspaper  Purchasing 
Managers  Eyeing  The  Net 

At  their  recent  gathering  in  Las  Vegas,  purchasing  managers  confronted  the  variety 
of  ways  the  Internet  may  impact  their  daily  tasks  and  personal  lives 


The  managers  who  purchase  the  equip¬ 
ment,  supplies  and  services  that  keep 
newspaper  companies  running  each  day 
have  found  the  Internet  —  or  at  least  they 
think  they  have. 

At  their  recent  meeting  in  Las  Vegas,  members 
of  the  Newspaper  Purchasing  Managers 
Association  seemed  to  be  operating  on  equal  parts 
of  uncertainty  and  enthusiasm  about  the  way 
cyberspace  may  soon 
affect  their  jobs. 

Addressing  a  confer¬ 
ence  session  on 
Internet  use  at  the 
NPMA’s  41st  gathering, 
technology  consultant 
Charles  Belisle  had  just 
asked  how  many  atten¬ 
dees  had  Internet 
access  at  work  (many) 
and  home  (some),  as 
well  as  e-mail  (almost 
ever)’one). 

Great!  Projecting  a 
refresher  list  of 
Internet  basics  onto 
the  wall,  Belisle  said, 

“I’ll  just  zoom  through 
this.” 

“Don’t  zoom!”  one 
voice  interrupted. 

“Just  because  we 
have  the  Internet  at 
home,”  called  another, 

“doesn’t  mean  we 
know  our  way  through 
it.” 

That  would  seem  to 
typify  the  state  of  the 
Internet  in  newspaper  purchasing  —  it’s  a  nifty 
tool,  but  of  limited  use  so  far.  For  his  part,  Belisle  is 
bullish  on  it.  In  his  eyes,  no  longer  is  the  Internet 
solely  a  tool  for  research  and  time-wasting  by  the 
kids  up  in  editorial.  Now  the  more  mundane 
precincts  of  newspapering  can  benefit  from  elec¬ 
tronic  commerce  a  smooth,  paperless  hum  of 
online  transactions,  electronically  transferred 
funds,  onscreen  documents  handled  simultaneous¬ 
ly  by  buyer  and  seller.  Think  of  the  time  saved,  the 


Dickensheets  is  a  columnist  and  feature  writer 
for  the  Las  Vegas  Sun. 


middlemen  avoided,  the  automated  phone  systems 
not  bothered  with! 

NOT  ROCKET  SCIENCE' 

“This  is  not  rocket  science,”  Belisle  told  the 
crowd.  ‘This  is  here  today.”  Indeed,  one  of  his  wall 
projections  announced,  “The  Internet  and  the 
World  Wide  Web  are  the  hottest  tools  purchasing 
managers  can  have  in  their  tool  kits.” 

Theoretically,  any¬ 
way.  However,  on  the 
evidence  of  the  semi¬ 
nar  —  “The  World  Wide 
Web;  I’he  Implications 
for  Purchasing”  —  the 
Net  has  yet  to  fulfill 
that  potential.  Belisle 
was  rarely  able  to  move 
beyond  sunny  generali¬ 
ties  about  “combining 
core  competencies” 
and  the  like,  as  the  audi¬ 
ence  kept  redirecting 
the  talk  toward  more 
basic  stuff:  How  do  you 
find  news  groups 
again? 

According  to 

Belisle ’s  figures,  21%  of 
Internet  business  is 
conducted  by  sales¬ 
men,  1 5%  by  engineers, 
10%  by  R&D  types,  8% 
by  management  —  cor¬ 
porate  purchasing  did¬ 
n’t  even  register. 

FINOING  VENOORS 
ONLINE 

Lee  Clark,  facilities  coordinator  for  the  Orange 
County  Register,  said  he  handles  perhaps  5%  of 
his  work  online,  most  of  it  research.  “I  use  it  (to 
find)  any  supplies  I  don’t  already  have  a  source 
for,”  he  said.  An  example:  locating  additional  rain 
bags  for  bad-weather  delivery.  “With  El  Nino,  we’ve 
bought  a  lot  of  polybags.” 

Furthermore,  he  said,  the  Register  is  set  up  so 
secretaries  can  use  their  desktop  Internet  connec¬ 
tions  to  order  office  supplies  directly  from  the 
source,  without  routing  it  through  purchasing. 

“Let’s  say  I  wanted  to  do  some  research  on 
copiers,”  said  Ken  Williams,  purchasing  manager 
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for  the  Birmingham  (Ala.)  News,  a  few  days  after 
the  conference.  Forget  sales  reps  and  their  cata¬ 
logs.  “I  just  go  to  the  manufacturer’s  home  page 
and  have  the  information  at  my  fingertips  immedi¬ 
ately.” 

But  would  he  actually  purchase  one  over  the 
Internet?  Probably  not.  “The  next  natural  progres¬ 
sion  will  be  in  the  ordering  process,  actually  clos¬ 
ing  the  loop,”  he  speculated.  But  the  future  isn’t 
now.  “For  us  at  this  point,  it’s  not  practical  to  do 
much  purchasing  online.” 

The  technology  is  still  too  new,  too  rapidly 
changing,  too  incomprehensible  to  be  comfortably 
trusted. 

NO  ONLINE  PURCHASING  YET 

“What  if  you’re  in  charge  of  purchasing  an 
important  part?”  Williams  posited.  “You’ve  placed 
your  order  and  your  screen  says,‘order  confirmed.’ 
Are  you  really  going  to  take  that  as  concrete  fact? 
Particularly  if  a  slip-up  could  stop  your  presses? 
Will  your  boss  really  accept  ‘But  the  screen  said 
order  confirmed’  as  an  explanation?  You’re  going 
to  follow  up  with  a  phone  call  anyway,”  Williams 
said.  No  time  saved,  no  middleman  avoided. 

Williams  says  he’s  also  awaiting  the  advent  of 
standardized  accounting  procedures  for  online 
transactions.  Electronic  documents  completed 
online  sounds  great,  “but  auditors  are  going  to 
want  to  see  a  paper  trail,”  Williams  said. 

Nonetheless,  Williams  and  Clark  agree  with 
Belisle  that  improvements  in  online  capabilities 
and  security  will  shift  more  purchasing  to  the  Net. 
Not  all,  of  course. This  is,  after  all,  a  business  built 
on  the  personal  touch.  Said  Williams,  “It’s  going  to 
be  hard  to  replace  those  relationships,  to  supplant 
them  with  technology.” 

N.Y.  TV  Station 
Wins  Brown  Award 

The  1998  JAMES  Wright  Brown  award  for  pub¬ 
lic  service  reporting  has  been  won  by  WABC- 
TV  for  a  report  on  overcrowding  at  a  Brooklyn  ele¬ 
mentary'  school. 

Named  after  the  founder  of  Editor  &  Publisher, 
the  award  honors  a  news  organization  for  out¬ 
standing  public  service  to  its  community'. 

The  award,  with  a  $  1 ,000  check,  was  presented 
by  E&P  president  and  editor  emeritus  Robert  U. 
Brown,  a  former  president  of  the  Deadline  Club 
and  the  Society  of  Professional  Journalists.  The 
Deadline  Club,  the  New  York  City  chapter  of  the 
Society  of  Professional  Journalists,  selected  the 
winner. 

The  club’s  judges  gave  the  New  York  Daily 
News  a  sweep  of  five  first-place  awards  for  best 
local  journalism  during  1997.  WABC-TV  and  the 
New  York  Times  won  the  other  two  first  places. 
The  winners  were  announced  at  the  club’s  annu¬ 
al  dinner  June  8. 


Newsstands 
Protected:  Judge 

A  FEDERAL  JUDGE  has  ruled  that  because 
newsstands  are  protected  by  the  First 
Amendment,  New  York  City  officials  cannot 
revoke  an  operator’s  license  without  a  hearing. 

The  U.S.  Supreme  Court  has  never  ruled  on 
whether  newsstands  enjoy  First  Amendment 
rights,  according  to  lawyers  in  the  case. 

U.S.  District  Judge  Allyne  Ross’  50-page  decision 
cited  a  1993  federal  appellate  ruling  in  Chicago 
that  newsstands  lack  First  Amendment  protection, 
but  she  concluded  newsstands  “are  entitled  to  the 
protections  of  free  speech  and  expression  guaran¬ 
teed  by  the  First  Amendment.” 

She  overruled  a  provision  in  a  new  city  ordi¬ 
nance  giving  city'  officials  the  power  to  revoke  a 
newsstand  operator’s  license  “at  will”  and  without 
a  hearing. 

City  lawyer  Gabriel  Taussig,  representing  the 
Giuliani  administration,  said,  “While  the  court 
found  that  this  is  a  First  Amendment  activity,  it 
allowed  us  to  go  ahead  with  our  concession  pro¬ 
gram,  subject  to  elimination  of  the  ‘revocable  at 
will’  clause.” 

The  administration’s  efforts  to  tighten  news¬ 
stand  regulation  are  part  of  its  broader  campaign 
to  improve  street  esthetics  and  eliminate  conges¬ 
tion. 

“We  maintained  that  the  construction  of  a  struc¬ 
ture  on  the  city’s  sidewalk  is  not  a  First 
Amendment  activity,”  said  Taussig.  No  decision  has 
been  made  about  whether  to  appeal. 

Both  sides  agreed  to  set  aside  a  related  dispute 
about  newsstand  sales  of  sexually  explicit  materi¬ 
als  pending  a  ruling  in  another  federal  case.  Ross’ 
ruling  referred  a  third  dispute  about  newsstand 
fees  to  state  courts. 

Richard  Emery',  a  lawyer  for  vendors,  said  Ross’ 
ruling  puts  parameters  on  all  efforts  to  regulate 
newsstands,  adding,  “The  city  cannot  treat  news¬ 
stands  like  pushcarts.”  — Joe  Nicholson 

WSJ’s  Online 
Jobs  Deal 

The  wall  street  journal  has  inked  a  deal 
with  an  executive  search  firm  to  tie  into  an 
online  job  search  service. 

In  the  service,  called  Futurestep,  job  seekers  reg¬ 
ister  for  free.  The  service  then  helps  match  them 
with  listed  job  openings. 

The  Journal  said  it  would  be  offering  print  and 
online  advertisers  a  chance  to  tie  in  to  Futurestep 
for  an  unspecified  additional  fee. 

Futurestep  is  a  joint  venture  with  Korn/Ferry 
International  and  can  be  accessed  separately  from 
the  Journal  at  www. futurestep.com. 
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BY  ROBERT  J.  SALGADO 

Gala  On  A  $50  Million  Stage 

The  Newseum  in  Washington,  D.C.,  provides  a  visually  rich  venue 
for  the  National  Press  Photographers  Pictures  of  the  Year  Awards 


The  55th  Pictures  of  the  Year  award 
ceremonies  brought  together  luminaries 
of  press  photography.  Nancy  Andrews 
(counterclockwise  from  top  left)  of  the 
Washington  Post  accepts  Newspaper 
Photographer  of  the  Year.  Watching  is  John 
Morris,  a  legendary  Life  magazine  photo 
editor,  and  Vi  Edom,  who  with  her  late 
husband.  Cliff,  founded  the  contest.  An 
observer  reviews  entries.  Photo  editor  Larry 
Coyne  sits  with  newly  won  Excellence  in 
Editing  Award.  The  electronic  ticker  on 
Newseum's  centerpiece  globe  carried 
headlines  on  the  winning  entries. 


32  Editor  &  PiJBUSHER 


http;//www.mediainfo.com 


Sampling  of  Newspaper  Photographer  of  the  Year 
Nancy  Andrews'  photos  (clockwise  from  top  left): 
“Every  Day  is  Father's  Day”  shows  the  “Dad"  ring 
Tiffany's  father  wears  to  symbolize  his 
commitment  to  his  children;  in“Historic  Entrance,' 
Megan  Smith  is  “welcomed"  by  upperclassmen 
to  all-male  Virginia  Military  Institute;  a  portrait 
of  author  Norman  Mailer;  and  the  photographer 
herself. 


Images  of  the  Kennedy  family  from  freelance  photographer  Jacques  Lowe, 
winner  of  the  Kodak  Crystal  Eagle  Award  for  Impact  in  Journalism  (clockwise 
from  bottom  left):  Bobby  Kennedy  cradles  son  David;  “The  Choice"  shows 
presidential  nominee  John  F.  Kennedy  offering  vice  presidential  candidacy 
to  Lyndon  Johnson  as  Bobby  Kennedy  looks  on;  a  contemplative  JFK  on  a 
boat  in  Coos  Bay  Harbor;  and  the  photographer. 


Patrick  Farrell/ffie  Miami  Herald 
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remain  in  the  shadows. 


Nothing  can  prepare  you  for  the  things  you  may  witness.  But  using  the  right  film  can  help  you  antici¬ 
pate  almost  any  situation.  For  more  and  more  photojournalists  the  right  film  is  Fujicolor  Super  G  Plus  800. 

^•jjrrr  _  This  high-speed  color  negative  film  is  versatile  enough  to  perform  well  in  most  conditions.  And 
Super  G  Plus  800  delivers  high-speed  performance  with  the  grain  and  sharpness  usually  found 
in  ISO  400  film.  In  photojournalism,  the  circumstances  are  rarely  ideal.  But  with  Super  G  Plus  800 
you  can  be  sure  the  story  you're  telling  won't  involve  an  excuse.  ^  FUJIFILM 
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BY  DAVID  NOACK 


Publishing  Drunken  Driver 
Photos  As  Weekly  Feature 

Because  police  mug  shots  are  public  records,  a  small  Kentucky  newspaper  decided  to 
regularly  print  those  of  convicted  drunken  drivers.  The  community  appears  to  love  it. 


IN  WHAT  IS  believed  to  be  the  first  such  regu¬ 
lar  feature  of  its  kind  in  a  U.S  newspaper,  a 
rural  Kentucky  weekly  is  publishing  the  jail- 
house  mug  shots  of  people  convicted  of  dri¬ 
ving  while  intoxicated. 

The  Anderson  a  6,000-circulation  weekly 
in  Lawrenceburg,  Ky.,  started  running  the  photos 
in  early  February  in  a  section  of  the  newspaper 
called  “Public  Records,”  which  includes  reports  of 
all  misdemeanor,  felony  and  small  claims  judg¬ 
ments  in  the  local  district  court.  Juvenile  court 
proceedings  are  not  included.  The  publication  is 
owned  by  Landmark  Communications  Inc.,  of 
Norfolk,Va. 

So  far,  roughly  60  pictures  of  drunktrn  drivers 
have  appeared.  Initially,  they  were  run  monthly. 
Recently,  they  began  appearing  weekly. 

The  l-column-by-3-inch  black-and-white  pho¬ 
tographs  include  the  name  of  the  individual,  book¬ 
ing  date  and  time,  blood  alcohol  level  and  the  date 
of  conviction. 

The  photos  are  provided  by  the  Franklin  County 
Regional  Jail. 


Police  mug  shots  are  public  records.  In  1997, 
183  people  were  convicted  of  drunken  driving  in 
Anderson  County.  Many  newspapers  around  the 
country  run  the  text  details  of  drunken  driving 
convictions,  but  the  Anderson  News  is  believed  to 
be  the  first  to  routinely  include  the  photos  taken 
at  the  time  of  arrest. 

The  project  is  the  brainchild  of  Don  White,  the 
publisher  of  the  newspaper,  who  wrote  a  column 
last  December  announcing  his  intention  and  rea¬ 
soning  for  running  the  photographs. 

“Most  violators  of  the  law  dislike  having  their 
names  in  the  local  paper.  We  hope  the  certainty 
that  their  picture  will  also  be  published  will  keep 
more  drunks  off  our  highways. . . .  We  are  encour¬ 
aging  the  publishers  of  all  small-town  newspapers 
in  America  to  adopt  a  policy  similar  to  that  of  the 
Anderson  News^  wrote  White. 

In  an  interview,  he  emphasized  the  project  is 
not  against  drinking,  just  drinking  and  driving.  “I 
like  a  cold  Budweiser  myself.  But  I’m  not  going  to 
drink  to  excess  and  get  in  the  car.  If  I  do  I’m  stu¬ 
pid  and  I  deserve  to  be  on  the  front  page,  which  I 
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will  be,”  said  White. 

He  said  there  has  been  no  legal  action  taken 
against  the  paper  for  publishing  the  drunken  dri¬ 
ver  photos.  The  only  criticism  has  been  that  the 
photos  are  an  additional  punishment  and  may  stig¬ 
matize  the  individuals. 

“When  a  guy  drives  drunk  he  loses  a  bunch  of 
rights,”  said  White.  “We  all  got  a  right  to  have  a  car, 
have  a  license,  as  long  as  our  eyesight  is  OK  and 
we  pass  the  test,  but  we  damn  well  don’t  have  a 
right  to  drink  and  drive.  That’s  my  point,”  said 
White. 

Paula  Freeman,  acting  head  of  the  state  Mothers 
Against  Drunk  Driving  office,  endorses  the  pro¬ 
ject. 

“We  encouraged  him  to  go  ahead  with  it. There 
were  questions  —  he  went  to  the  attorney  gener¬ 
al  to  find  out  if  there  were  any  violation-of-privacy 
concerns.  It’s  not  a  violation  of  the  law.  We  talked 
to  some  of  the  people  in  the  community  and  they 
like  the  idea.  1  think  the  community  in  general  is 
pleased  and  supportive,”  said  Freeman. 

The  News  runs  only  photographs  of  someone 
who  is  either  convicted,  pleads  guilty  or  has 
exhausted  the  appeals  process. 

Before  embarking  on  the  project.  White 
checked  with  Jon  Fleischaker,  an  attorney  who 
runs  the  Kentucky  Press  Association’s  libel  hot 
line. 

Fleischaker  said  that  since  newspapers  publish 
the  identities  of  people  all  the  time,  that  running 
the  photographs  in  this  instance  just  adds  to  that 
identification  process. 

“You  just  have  to  make  sure  the  picture  is  accu¬ 
rate  —  that  it’s  the  picture  of  the  right  guy.  This  is 
public  information.  1  really  don’t  think  it  adds  any¬ 
thing  legally  to  publish  the  picture  along  with  the 
name  of  the  person.  It  clearly  adds  something  vis- 
cerally  or  emotionally,  but  that’s  a  journalistic  deci¬ 
sion,”  said  Fleischaker. 

White  said  the  paper  only  runs  the  drunken  dri¬ 
ving  photographs  of  people  who  live  in  the  coun¬ 
ty  or  surrounding  areas,  instead  of  a  driver  who  is 
just  passing  through  the  area. 

“We  are  being  more  selective.  We  think  that 
meets  the  fairness  standards  we  set  for  ourselves 
to  do  [only]  Anderson  and  surrounding  counties,” 
said  White. 

He  never  had  a  personal  experience  with  a 
drunken  driver,  but  after  nearly  three  decades  in 
the  news  business,  he’s  covered  his  share  of  drunk 
driving-related  traffic  accidents. 

“To  me  this  is  not  even  debatable,”  said  White. 
“This  is  a  public  service.  The  biggest  feedback 
we’ve  received  is  questions  about  why  we  aren’t 
doing  rapists,  spouse  abusers  and  child  abusers  as 
well.  I’ve  thought  about  it,  but  the  county  attorney 
said  please  don’t  because  it  would  identify  the  vic¬ 
tim.” 

David  Thompson,  executive  director  of  the 
Kentucky  Press  Association,  said  running  the  pho¬ 
tographs  raises  the  awareness  level  of  drunken  dri¬ 
ving. 

“Don  felt  that  by  publishing  the  photographs 
people  would  be  looking  for  them  and  that  it 
would  bring  more  notice  to  the  drunk  driving  sit¬ 
uation,”  said  Thompson. 


Daily  News  Flub 
Draws  Gibes 

Circulation  numbers  adjusted  down 


The  new  YORK  Daily  News  says  a  clerical 
error  caused  it  to  report  circulation  gains  to 
the  Audit  Bureau  of  Circulations  for  the  six 
months  ended  March  31,  and  it  has  now  deter¬ 
mined  its  circulation  was  edging  downward. 

But  the  correction  to  its  publishers  statement 
figures  reported  in  the  ABC  Fas-Fax  did  not  prevent 
sniping  from  its  tabloid  rivel,  the  New  York  Post, 
which  reported  in  a  news  story  that  Daily  News 
co-publisher  Fred  Drasner  had  “fessed  up  that  his 
newspaper  fudged  its  circulation  munbers.” 

Post  president  and  publisher  Martin  Singerman 
said  in  an  interview,  “The  Daily  News  submitted 
erroneous  figures.  How  did  that  come  about?  Did 
they  submit  them  because  they  were  within  the 
acceptable  margin  of  error?”  But  Singerman, 
whose  paper  is  owned  by  Rupert  Murdoch’s  News 
Corp.,  stopped  short  of  alleging  deliberate  fudg¬ 
ing,  saying  only,  “There  is  serious  concern  about  a 
misleading  statement.” 

Les  Goodstein,  advertising  director  of  the  Daily 
News,  said  of  Singerman’s  suggestion  of  impropriety; 
“That,  plain  and  simple,  is  not  true.  Of  course  not.” 

The  Daily  News  error  on  weekday  circulation 
was  3,672  too  high.  Its  corrected  figure  lowered  it 
to  727,089,  from  730,761.  Its  Sunday  error  was 
4,121  too  high. The  corrected  figure  was  851,921, 
compared  with  856,042  first  reported. 

“It  was  a  miscalculation,”  said  Goodstein.  He 
declined  to  identify  the  staffer  responsible  but  said 
nobody  was  disciplined.  Despite  the  belated  dis¬ 
covery  showing  circulation  was  down,  Goodstein 
said,  “We’re  having  a  terrific  year.  Ad  revenues  are 
up  more  than  10%  over  last  year.  Our  ad  revenue  is 
running  at  a  rate  of  well  over  $200  million  a  year. 
We  have  four  to  five  times  the  revenue  they  do.” 

During  the  six-month  period.  Post  weekday  cir¬ 
culation  rose  to  432,707,  from  428,401,  as  Sunday 
circulation  jumped  to  369,507,  from  290,532. 

Because  the  Daily  News’  error  was  far  short  of 
the  2%  threshold,  ABC  did  not  send  out  a  variance 
report  to  its  3,100  member  advertisers,  ad  agen¬ 
cies  and  publishers.  “In  the  case  of  the  Daily  News 
there  was  a  clerical  error  made  in  their  original 
numbers  filed,”  said  an  ABC  spokeswoman  Mary 
Metzger,  referring  to  publishers  statements  filed 
for  the  April  15  deadline.  “However,  the  Daily 
News  publishers  statement  released  on  May  29 
does  have  the  accurate  reported  figures.” 

While  faulty  figures  have  been  reported  before, 
Metzger  said,  she  called  it  “an  infrequent  occur¬ 
rence.”  She  noted  that  it  is  in  the  publishers’  best 
interests  to  file  accurate  figures  because  the  fol¬ 
low-up  audits  are  designed  to  catch  mistakes. 

Fas-Fax  figures  are  based  entirely  on  numbers 
supplied  by  newspapers.  ABC  is  now  conducting  a 
routine  audit  for  the  Daily  News  for  the  12  months 
ended  last  September.  It  expects  to  make  a  public 
report  on  the  audit  in  the  next  several  months. 

— Joe  Nicholson 
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BY  JAMES  HIDER 


I 


The  Trouble  With 
Newspapers 

Speakers  at  the  INMA  World  Congress  in  Amsterdam  delivered  good  news 
and  bad  news  about  the  future  of  the  newspaper  industry 


Amsterdam,  Netherlands  —  the 

world’s  newspapers  face  unprecedented 
levels  of  threat  from  digital  technologies 
that  are  penetrating  markets  and  attract¬ 
ing  consumers  faster  than  previously  expected. 

And  many  of  those  newspapers’  strategic  plan¬ 
ning  and  promotional  departments  are  not 
responding  quickly  or  creatively  enough  to  effec¬ 
tively  counter  either  these  new  forms  of  online 
competition  or  to  turn  around  their  print  publica¬ 
tions’  declining  circulations. 

Those  were  two  of  the  major  themes  resound¬ 
ing  from  podium  and  private  table  alike  during  the 
three-day  68th  International  Newspaper 
Marketing  Association  World  Conference  here  in 
the  capital  of  the  Netherlands  earlier  this  month. 

Appearing  in  the  Grand  Hotel  Krasnapolsky,  a 
string  of  newspaper  marketing  authorities 
impressed  on  delegates  from  around  the  globe 
that  the  industry  must  make  dramatic  changes  if  it 
is  to  prosper  in  the  new  age  of  electronic  news 
and  advertising.The  theme  of  the  INMA  event  was 
“Beyond  Boundaries;  New  Solutions  for  the 
Modern  Newspaper.” 

RISK  AVOIDANCE 

One  of  those  solutions,  according  to  U.S.  news¬ 
paper  marketing  guru,  Chris  Urban,  is  for  newspa¬ 
pers  to  fundamentally  rethink  themselves. 
Attacking  what  she  called  a  “culture  of  risk  avoid¬ 
ance,”  Urban,  president  of  Urban  and  Associates, 
said  newspapers  must  stop  shying  away  from  new 
ideas  and  study  their  print  and  online  markets 
with  fresh  eyes. 

Like  most  speakers,  she  was  upbeat  in  mood  but 
critical  of  specific  weaknesses  and  long-held 
assumptions  of  newspaper  companies.  She  sug¬ 
gested  that  today’s  publishers  look  back  at  the 
1982  launch  of  USA  Today.  Back  then,  she  noted, 
the  USA  Today  concept  was  derided  by  journalists 
and  dismissed  by  industry  experts  who  said  the 
Gannett  publication  was  not  a  “real”  paper. 

But  now,  she  pointed  out,  the  print  version  of 
USA  Today  has  more  than  two  million  readers 
nationwide  and  stands  as  a  good  example  of  why 
newspapers  need  to  embrace  the  entrepreneurial 
spirit  rather  than  the  same  tired  formulas  of  the  past. 

“If  you  have  20  good  ideas  for  new  platforms, 
take  the  best  two  and  make  a  go  of  them.  Invest  for 

Hider  is  the  editor  of  the  Bulletin,  the  journal 
of  the  European  Institute  for  the  Media. 


growth  now,  build  your  platforms,”  she  said.  “We 
still  have  the  franchise,  we  still  have  a  lot  of  money 
and  we  still  have  time.  Will  we  be  able  to  say  the 
same  thing  in  ten  years?” 

STOP  THINKING  IN  ABSOLUTE  TERMS 

While  she  was  one  of  the  most  optimistic  of  the 
U.S.  speakers,  she  said  there  is  no  miracle  cure  for 
the  industry’s  ills.  Referring  to  the  print  side,  she 
told  newspaper  executives  to  stop  “thinking  in 
absolute  rather  than  relative  terms.”  Numerically, 
she  noted  that  newspaper  print  circulations  are  in 
a  general  decline,  but  said  this  is  partly  due  to  the 
belief  among  publishers  that  newspapers  have  a 
divine  right  to  readers.  She  said  more  important 
than  absolutes  are  relative  values:  recognizing  the 
value  of  particular  newspaper  sections  and  being 
able  to  listen  to  the  market.  The  Atlanta  fournal 
and  Constitution,  for  example,  leaves  its  hefty 
Sunday  edition  in  the  street  racks  all  week,  at  full 
price,  because  readers  buy  it  all  week,  given  the 
chance.  Don’t  assume  you  know  what  your  read¬ 
ers  want.  Urban  stressed.  Study  their  actual  desires 
and  behavior.  If  something  has  value  to  them,  sell 
it  to  them,  she  says.  They  are  where  the  money 
comes  from. 

Likewise,  recognizing  the  value  of  topic-focused 
sections  can  have  a  huge  impact  on  readership. 


GRAND  ^  HOTEL 

KRASNAPOLSKY 

A  M  S,T  E  R  D  A  M 


The  68th  World  Conference  of  the  INMA  convened  in 
the  132-year-old  Hotel  Krasnapolsky  at  the 
picturesque  center  of  Amsterdam  earlier  this  month. 
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The  Cedar  Rapids  Gazette  has  created  the  stand-alone  Iowa  Farmer  Today  print  and  online 
supplements  to  target  an  important  local  interest  group. 


Many  papers  try  to  please  everyone  and  please  no  Sunshine  Girl  from  scantily  clad  on  Page  3  on 
one.Viewing  readers  as  demographic  communities  weekdays  to  clothed  in  the  middle  section  on  a 
of  interest  rather  than  arbitrary  geographic  groups  Sunday.  Why?  Because  during  the  week  the  paper 
broadens  reach  and  relevance.  People  will  pay  for  is  read  and  tossed  away  by  men  on  the  way  to 
what  really  interests  them.  Creating  sections  on  work;  on  Sunday  it  goes  home  to  the  wife  and  kids, 
specific  topics  and  —  most  importantly  —  invest-  she  said, 
ing  them  with  all  the  quality  of  an  independent 

paper  can  yield  surprising  results,  she  said.  MOST  POTENT  THREAT 

In  the  online  arena,  one  of  the  most  potent 
threats  facing  newspapers  is  not  the  non-newspa¬ 
per  classifieds,  city  guides  or  phone  directories 
that  get  so  much  attention  but  rather  the  mega¬ 
traffic  “portal”  services  like  Yahoo!,  Excite,  Lycos 
and  AOL,  according  to  William  Colston. 

Colston,  vice  president  of  new  media  strategies 
at  Guy  Gannett  Newspapers,  told  INMA  delegates 
that  the  second  most  ominous  competitor  to 
newspapers  on  the  Internet  is  the  “Vertical  Market 
Category  Killers,”  like  Auto-by-Tel,  The  Monster 
Board  and  Microsoft’s  CarPoint. 

Both  the  portals  and  the  verticals  now  draw 
tens  of  millions  of  Web  visitors  each  day,  dwarfing 
the  audiences  of  newspapers  and  presenting 
themselves  as  powerful  new  vehicles  for  national 
and  targeted  local  advertising. 

Colston  painted  a  panorama  of  digital  competi¬ 
tors  now  stretching  across  the  horizon  of  cyber¬ 
space  and  marching  toward  newspapers’  tradition¬ 
al  domain.  His  point  was  that  the  market  for  news 
and  advertising  delivery  services  is  not  just  shift- 

_ _ _ I  ing  to  accommodate  the  Internet 

I  rather  is  on  the  verge  of 

Jj  W A  j  being  revolutionized  by  that  new 

medium.  He  said  newspaper  mar¬ 
keting  strategies  must  shift  as 
dramatically  —  to  either  form 
alliances  with  entities  previously 
viewed  as  archcompetitors  or 
gear  up  to  tackle  the  online  ver¬ 
sions  of  those  entities  head-on. 

Colston  noted  the  online 
phone  directories,  like  Bell 
Atlantic’s  Big  Yellow,  have  estab¬ 
lished  themselves  as  regional 
powers  and  are  rapidly  expand¬ 
ing  their  online  directory  listing 
databases  with  other  sorts  of  edi¬ 
torial  and  information  features. 


JUMPEO  CIRCULATION  27% 

This  can  mean  creating  a  ‘market  day’  around 
cars  or  real  estate  in  a  single  issue  rather  than 
spreading  the  subject  thinly  over  the  week.  In 
Urban’s  own  experience,  this  simple  trick  has  re¬ 
sulted  in  circulation  jumps  of  between  6%  and  27%. 

Newspaper  companies  tend  to  blindly  place 
most  of  their  focus  on  the  main  daily  product.  But 
with  digital  and  cable  niche  channels  forcing  tele¬ 
vision  into  more  of  a  magazine  format,  newspapers 
can  and  must  fight  back  by  developing  diverse 
portfolios  of  publications  aimed  at  various  region¬ 
al  market  groups.  Urban  explained. 

For  instance,  the  Cedar  Rapids  Gazette  in  Iowa 
launched  both  print  and  online  editions  of  the 
Iowa  Farmer  Today  supplement  .The  print  version 
quickly  gained  a  statewide  readership  of  75,000 
and  in  turn  spawned  Iowa  Beef  Today  and  Iowa 
Pork  Today.  Instead  of  thinking  that  all  farmers 
read  the  Gazette,  and  religiously  protecting  one 
market,  the  paper  developed  a  franchise  for  a 
broader  community.  Meanwhile, 
the  online  edition  allows  it  to 
reach  an  audience  of  farmers  far 
beyond  its  print  circulation  area. 


www.inma.com 

www.gazetteonline.com 

www.iowafarmer.com 

www.yahoo.com 

www.excite.com 

www.lycos.com 

www.aol.com 

www.monster.com 

www.carpoint.msn.com 

www.autobytel.com 

www.naa.org 

www.connpost.com 

www.naplesnews.com 


'WHO' RATHER  THAN  HOW  MANY' 

Publishers  must  learn  to  see 
readership  as  a  ‘who’  as  well  as 
‘how  many’  Urban  achieved  a 
21%  circulation  hike  with 
Thompson’s  Chronicle  and 
Journal  in  Newcastle,  UK,  simply 
by  making  one  a  morning 
tabloid.  The  working  population 
of  the  English  city  saw  a  tabloid 
as  appropriate  to  that  time  of 
day.  Likewise,  the  Toronto  Sun, 
another  tabloid,  pushes  its 
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William  Colston  of  Guy  Gannett  warned  INMA  delegates  that  Internet  "portar  services,  like  Yahoo!, 
Excite,  Lycos  and  AOL  pose  the  single  greatest  online  threat  to  newspapers. 


Meanwhile,  there  are  already  1000  online  real 
estate  sites  in  the  U.S.  and  500  auto  classifieds  sites, 
he  pointed  out.  Then  there  are  the  city  networics, 
like  Sidewalk,  Digital  City'  and  City  Search,  which 
are  increasingly  partnering  with  other  local  media 
outlets,  like  television  and  radio  stations  as  well  as 
alternative  newspapers,  to  provide  in-depth  local 
feature  news,  sports,  entertainment  and  classifieds. 

Echoing  the  observations  and  warnings  of  other 
newspaper  industry  watchers  in  recent  months, 
Colston  stressed  that  newspapers  may  have  made 
a  mistake  by  not  seeing  the  importance  of  the 
“portal”  site  marketing  strategy  earlier. 

STRIKING  AT  INDUSTRY'S  HEART 

While  the  phone  directories,  city  guides  and 
nontraditional  online  classified  ad  sites  are  nib¬ 
bling  at  the  edges,  the  portal  sites  like  Yahoo!  and 
AOL  strike  directly  at  the  heart  of  newspapers’ 
markets  because  of  the  extraordinary'  levels  of  traf¬ 
fic  they  control.  AOL,  for  instance,  has  more  than 
11  million  subscribers  who  start  with  the  AOL 
home  page  every  time  they  log  on.  That  home 
page  —  and  the  marketing  promotions  it  contains 
—  can  channel  millions  of  Web  readers  a  day  toward 
any  given  news  Web  site  or  advertiser  feature. 

Yahoo!,  which  is  now  the  most  heavily  traf¬ 
ficked  Web  site  on  the  Internet,  logs  more  than  30 
million  page  views  a  day.  Started  as  a  directory  to 
the  wild  profusion  of  the  Web’s  sites,  it  has  since 
burgeoned  into  a  massive  editorial  and  advertising 


enterprise  featuring  breaking  national,  regional 
and  local  news  from  services  like  Reuters  and  UPI. 
It  also  has  come  to  serve  as  the  de  facto  “front 
page”  for  tens  of  millions  of  Web  users  each  day. 

And,  most  importantly,  portal  sites  like  AOL, 
Yahoo!,  Excite  and  Lycos  are  able  to  bring  vast 
audiences  to  national  and  international  advertisers. 

Online  newspapers,  Colston  pointed  out,  have 
poor  or  no  national  advertising  sales  to  compare 
to  the  global  reach  of  such  portal  services.  Since 
online  ads  are  increasingly  sold  at  the  national 
level  but  implemented  at  the  local  level,  local 
papers  will  certainly  suffer  from  this  trend,  he 
warned.  WTiile  they  do  have  the  strengths  of  local 
content,  local  ad  sales  and  most  importantly,  their 
brand  and  reputation,  they  must  move  aggressive¬ 
ly  to  leverage  those  assets  in  the  digital  arena. 

THINK  ABOUT  PARTNERSHIPS 

As  industry  analysts  predict  that  80%  of  news¬ 
papers’  customers  will  be  regular  online  users  in 
just  a  few  years,  what  are  newspapers  to  do?  Think 
differently,  Colston  suggested.  Think  about  new 
sorts  of  partnerships. 

He  said  the  vertical  category  killers  are  not  good 
candidates  for  partnerships  with  newspaper  pub¬ 
lishers.  Not  only  are  they  too  strong  to  need  news¬ 
papers  but  even  brief  partnerships  with  a  news¬ 
paper  in  a  particular  region  might  provide  them 
with  enough  local  market  intelligence  to  effective¬ 
ly  compete  against  that  former  partner. 
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The  second  most  important  Internet-based  threat  to 
newspapers  was  said  to  be  the  "Vertical  Market 
Category  Killers"  like  the  Monster  Board, 
Microsoft's  CarPoint  and  Auto-by-Tel. 


had  created  a  sense  of  local  leadership,  with  senior 
staff  holding  their  tenure  for  long  periods,  creating 
continuity  and  involvement  in  the  community. 
They  listened  to  their  readers,  used  them  as  an 
active  source  of  news,  and  shared  a  pride  in  the 
productivity  of  their  staffs  and  accuracy  of  their 
reporting.  Circulation  service  is  also  vital,  as  is 
understanding  the  competition.  Despite  the  small 
size  of  some  of  the  papers,  all  agreed  that  it  pays  to 
be  aggressive,  and  that  raising  circulation  is  of 
paramount  importance. 

Murray  said  he  has  been  impressed  by  the  com¬ 
munity-friendliness  and  enthusiasm  he  encoun¬ 
tered  at  papers  like  the  Naples  Daily  News,  Fla.,  or 
the  Connecticut  Post  in  Bridgeport.  Staff  always 
picked  up  the  phone  and  many  dealt  with  all 
aspects  of  the  paper,  from  taking  news  tips  to 
offering  subscription  information.This  lack  of  arro¬ 
gance  also  meant  that  all  resources  were  plowed 
back  into  the  paper  rather  than  staff  facilities, 
allowing  small  staffs  to  do  big  things,  he  said. 

The  print  and  online  versions  of  the  papers 
were  intensely  local  as  well,  with  strong  classified 
ads  sections. “If  you  build  it,  they  will  come,”  said  a 
mock-mystical  Murray.  Local  leadership  and  aggres¬ 
sive  circulation-building  create  strong  brands,  the 
key  to  success  in  an  age  of  information  overkill. 

Another  vital  message  hammered  home  at  the 
conference  is  that  newspapers  must  take  the  mea¬ 
sures  necessary  to  retain  customers  once  they 
have  been  won  over.  Adrian  Payne,  professor  of  ser¬ 
vices  marketing  at  Cranfield  University,  UK,  said 
that  it  can  be  up  to  20  times  more  expensive  to 
gain  than  retain  new  readers.  Discounts  to  woo 
new  readers  often  alienate  loyal  customers  (after 
all,  a  50%  discount  on  the  first  year’s  subscription 
means  that  established  readers  are  in  effect  paying 
50%  more).  Economically,  too,  it  makes  more  sense 
to  keep  a  readership  base  than  to  concentrate  on 
new  readers.  Retention  is  cheaper  and  ultimately 
more  profitable,  while  the  best  form  of  marketing 
is  to  let  your  customers  do  it  for  you:  good  service 
boosts  sales,  as  companies  such  as  Virgin  and  the 
First  Direct  bank  in  the  UK  have  discovered  to 
their  advantage. 
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However,  the  best  partners  for  newspapers 
might  turn  out  to  be  the  portal  services  or  a  strong 
directory  company,  where  the  affiliated  newspa¬ 
per  keeps  most  of  the  local  advertising  revenue 
while  providing  the  nationwide  services  with 
branded  local  content. 

Advertising  consultant  Hans  Peter  Rohner  of  the 
Swiss  PubliGroupe  warned  that  newspapers  will 
have  to  sharpen  their  marketing  practices,  with 
innovative  online  industrial  standards,  such  as 
being  open  for  business  around  the  clock  to 
accommodate  global  customers  seeking  local 
reach  and  developing  brand  awareness.  He  point¬ 
ed  out  that  U.S.  spending  for  online  advertising  in 
1997  broke  all  records.  At  that  same  time,  it  is 
becoming  necessary  for  online  advertisers  to 
mount  larger  and  more  intense  advertising  cam¬ 
paigns  to  stand  out  against  the  blitz  of  commercial 
messages  aimed  at  wired  and  soon-to-be-wired 
consumers  each  day.  “And  who,”  he  asked, “is  better 
qualified  than  newspapers  to  promote  HTML 
addresses  and  build  communities?” 


NAA:  IMMEDIATE  INNOVATION  NEEDED 

The  need  for  such  innovations  is  immediate  said 
John  P.  Murray,  vice  president/circulation  at  the 
Newspaper  Association  of  America.  “Don’t  study  it 
to  death,”  he  warned  editors  contemplating  new 
projects  and  platforms. 

The  NAA  has  carried  out  a  best-practice  study 
which  bears  out  many  of  the  observations  made 
by  other  speakers  during  the  INMA  conference. 
Local  newspapers  that  had  boosted  circulation 
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BY  MARK  FITZGERALD 


Iowa  State  Settles 
With  Ames  Tribune 

Deal  to  settle  long-running  feud  over  distribution  and  competitive  practices 
calls  for  the  university  to  re-examine  role  of  campus  paper  relative  to  commercial  Ames  Trib 


A  TRUCE  WITH  implications  for  student 

newspapers  nationwide  is  coming  in  the 
Ames,  Iowa,  town/gown  newspaper  war. 
Over  the  course  of  three  years,  the  dis¬ 
putes  between  the  Ames  Tribune  and  Iowa  State 
University  and  its  Iowa  State  Daily  student  news¬ 
paper  came  to  symbolize  the  growing  tensions  in 
college  towns  nationwide  between  community 
papers  and  their  increasingly  competitive  campus 
counterparts. 

Two  of  the  Tribune's  three  owners,  editor 
Michael  Gartner  and  pub¬ 
lisher  Gary  G.  Gerlach,  force¬ 
fully  echoed  the  complaints 
of  other  town  publishers: 
that  their  local  campus 
paper  had  become  a  cut¬ 
throat  competitor,  run  by 
professionals  who  targeted 
off-campus  advertisers  while 
enjoying  the  subsidies  of 
university  sponsorship.  In 
1996,  the  Tribune  formally 
charged  the  Daily  with  vio¬ 
lating  Iowa  laws  preventing 
government  entities  from 
competing  with  private 
businesses.The  Tribune  also 
sued  in  federal  court  for  the 
right  to  greater  distribution 
on  the  ISU  campus. 

Now  the  whole  issue  of 
professionalism  at  the  stu¬ 
dent  newspaper  has  become 
part  of  settlement  agree¬ 
ments  reached  June  1 5  that  could  end  both  legal 
fights. 

As  an  apparently  unique  part  of  the  settlement, 
an  outside  committee  —  with  members  nominat¬ 
ed  by  the  Tribune  and  ISU  —  will  study  whether, 
among  other  things,  the  Daily  has  become  too 
professional. 

It  will,  according  to  settlement  papers,  study 
“the  educational  mission  of  the  student  newspa¬ 
per;  the  role  of  students,  faculty  and  paid,  non-stu¬ 
dent  employees  at  the  newspaper;  the  gover¬ 
nance  of  the  newspaper  in  a  manner  that  ensures 
editorial  independence;  use  of  ISU  funds  and 
facilities;  compliance  with  the  letter  and  spirit  of 
open  government  statutes;  compliance  with  the 
letter  and  spirit  of  statutes  and  rules  governing 
competition  with  private  enterprise;  and  other 


matters  affecting  relationships  among  the  univer¬ 
sity  newspaper,  the  University,  the  journalism 
department  and  independent  community  publi¬ 
cations.” 

The  committee’s  recommendations  will  be 
nonbinding.  Members  will  not  come  from  the 
Tribune,  editor  Gartner  said. 

Mark  Goodman,  executive  director  of  the 
Student  Press  Law  Center  in  Washington,  said  he 
had  never  heard  of  a  similar  study  group. 

“Of  course,  this  case  is  unique  from  start  to 
finish,”  Goodman  said.  “I  don’t  think  there’s  nec¬ 
essarily  anything  wrong  with  it.  I  guess  the  ques¬ 
tion  is,  ‘What  are  the  expectations  about  what 
they  should  find  on  professionalism?’  Because 
the  contention  I’ve  made  from  the  start  is  the 
Iowa  State  Daily  is  no  different  from  hundreds 
of  student  papers  out  there  in  terms  of  the 
involvement  of  professionals.” 

Reaction  from  the  Daily  was  low-key.  “I  think 
it’s  fine  if  they  choose  to  do  that,”  said  general 
manager  Annette  Forbes,  a  paid  professional.  “We 
continue  to  increase  the  standards  of  the  Daily, 
and  we  think  a  committee  will  find  that  to  be 
the  case  —  that  students  find  the  Daily  a  great 
way  to  extend  their  university  learning.” 

Ryan  Kay,  chairman  of  the  Iowa  State 
Publications  Board,  could  not  be  reached. 
Messages  left  for  his  predecessor,  John  Hobson, 
and  the  Daily's  current  editor  in  chief,  Stacy 
Hupp,  were  not  returned  before  deadline. 

Iowa  State  University  settled  the  lawsuit  over 
campus  distribution  rights  by  granting 
Partnership  Press,  publisher  of  the  Tribune  and 
the  Campus  Reader  alternative  paper,  39  cam¬ 
pus  distribution  sites,  about  triple  the  number 
allowed  during  the  past  academic  year. 

The  university  also  agreed  to  reimburse 
Partnership  Press  between  $68,000  and 
$109,000  in  legal  fees,  to  be  determined  by  a 
magistrate. 

“Actually  our  legal  bill  was  a  little  over 
$160,000  to  preserve  a  right  you  should  have 
had  as  a  matter  of  course,  or  which  the  state 
should  have  fought  to  preserve,”  Tribune  editor 
Gartner  said. 

While  Partnership  Press  papers  have  more  dis¬ 
tribution  sites,  he  said,  “They  seemed  to  have 
been  picked  by  whim. . . .  We’re  not  allowed  at 
the  library  or  the  journalism  building.  (University 
administrators)  view  newspapers  as  trash.  We 
believe  they  are  vehicles  of  information.” 


"We’re  not  allowed  at  the 
library  or  the  journalism  build¬ 
ing.  (University  administrators) 
view  newspapers  as  trash. 

We  believe  they  are  vehicles 
of  information." 

—  Michael  Gartner,  editor, 
part  owner,  Ames  Tribune 
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BY  M.L.  STEIN 


Crystal  Ball  Judge  Slander 
Suit  Dismissed 

Federal  appeals  ruling  also  strengthens  the  right  of  citizens  and 
the  press  to  freely  criticize  judges  without  fear  of  retaliation 


JOURNALISTS  NEED  NOT  fear  legal  retaliation 
by  judges  whose  performance  they  criticize,  a 
federal  appeals  court  ruled  recently  as  they 
threw  out  a  lawsuit  filed  against  ABC  by  a 
California  judge  who  used  a  crystal  ball  in  court 
proceedings. 

The  3-0  decision  gives  the  media  First 
Amendment  protection  against  lawsuits  by  judges 
who,  the  court  said,  are  no  different  than  any  other 
public  official  when  it  comes  to  taking  editorial 
brickbats. 

The  opinion  by  the  9th  Circuit  Court  of  Appeals 
in  San  Francisco  evolved  from  a  suit  for  slander 
and  intentional  infliction  of  emotional  distress 
against  ABC  by  Santa  Barbara  Superior  Court  Judge 
Bruce  W.  Dodds  over  a  1994  Prime  Time  Live  pro¬ 
gram.  In  the  segment  “WTio’s  Judging  the  Judges?” 
anchored  by  Diane  SawA'er,  Dodds  was  described 
as  a  “court  jester  .  .  .  anything  but  a  respectable 
superior  court  judge.” 

CRYSTAL  BALL  AND  SEX  CASE 

Dodds,  who  was  then  under  investigation  by  the 
California  Commission  on  Judicial  Performance, 
also  was  depicted  by  ABC  as  using  a  crystal  ball  to 
arrive  at  a  settlement  in  the  case  of  a  woman  who 
had  sued  a  Catholic  priest  for  sexually  molesting 
her  son.The  plaintiff,  Christine  Johnson,  said  on  the 
TV  program  that  Dodds  told  her  in  his  conference 
room  what  he  thought  she  should  get  and  then 
pressed  a  button  on  a  cry  stal  ball  to  confirm  his  fig¬ 
ure.  “There  it  is,”  he  allegedly  told  Johnson.  “That’s 
it.That’s  what  you  get.” 

Prime  Time  reporter  Cynthia  McFadden  said 
Dodds  pressured  the  woman  to  accept  a  low  set¬ 
tlement,  and  lawyers  and  other  sources  told 
McFadden  that  Dodds  often  used  his 
crystal  ball  to  support  his  decisions. 

At  the  outset  of  the  program.  Sawyer 
said  McFadden  would  report  on 
“judges  whose  conduct  seems 
downright  scandalous.’  The  segment 
profiled  two  other  judges,  one  who 
had  sexually  abused  litigants  for 
years,  and  another  who  was  await¬ 
ing  trial  on  charges  of  molesting 
juveniles.  The  appellate  opinion 
noted  that  an  ABC  employee  had 
seen  the  ball  on  Dodds’  table. 

In  the  opinion  dismissing  Dodds’ 


suit.  Judge  Stephen  Reinhardt  noted  that  although 
judges  “provide  an  easy  and  attractive  target  for 
unwarranted  verbal  assaults  by  all  kinds  of  peo¬ 
ple,”  it  is  still  the  “right  of  all  citizens  to  express 
their  views  about  politicians,  office  holders  and 
umpires,  frequently  in  highly  unfavorable  terms.” 
He  went  on  to  say  that  the  First  Amendment 
shields  “statements  of  opinion  concerning 
whether  a  person  who  holds  high  public  office  is 
fit  for  that  office  or  is  competent  to  serve  .  .  . 
whether  or  not  these  statements  are  supportable, 
verifiable  or  based  on  facts  or  premises  that  are 
disclosed.” 

CRITICISM  IS  PART  OF  THE  JOB 

“Wise  judges,”  Reinhardt  observed,  “even  when 
wounded  by  unfair  assaults,  have  learned  that  the 
best  policy  is  ordinarily  to  dismiss  the  attacks  as 
part  of  the  baggage  of  their  jobs.” 

Erwin  Chemerinsky,  a  constitutional  law  expert 
at  the  University  of  Southern  California,  told  the 
Los  Angeles  Times  that  the  ruling  represents  a 
“stronger  statement  than  the  Supreme  Court  has 
ever  made  about  First  Amendment  protection  of 
statements  of  critical  opinion  about  a  person’s 
unfitness  to  hold  public  office.” 

“I’m  not  surprised,”  Terry  Francke,  executive 
director  of  the  California  First  Amendment 
Coalition,  told  E&P.  “Judges  have  had  an  extreme¬ 
ly  tough  row  to  hoe  in  showing  that  reporters 
putting  them  in  a  bad  light  is  actionable.  A  judge 
must  prove  not  only  that  the  report  was  harmful 
to  his  reputation  but  that  the  publisher  or  broad¬ 
caster  knew  it  was  harmful.” 

Dodds  claimed  in  his  defamation  suit  that  ABC 
had  acted  with  actual  malice  in  the  broadcast,  por¬ 
traying  him  as  a  criminal  and  unfit 
for  judicial  service.  A  federal  district 
judge  had  dismissed  the  suit. 

In  1995,  the  CJP  declared  that 
Dodds  should  be  publicly  censured 
for  his  rudeness  to  litigants,  deliver¬ 
ing  an  anti-Semitic  remark  and  fail¬ 
ing  to  cooperate  in  a  police  investi¬ 
gation.  The  California  Supreme 
Court  agreed  that  Dodds  had 
engaged  in  judicial  misconduct  but 
said  public  censure  was  too  severe 
a  punishment.  Dodds  has  announc¬ 
ed  he  will  retire  in  July. 
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A  OMhOQ  Of 


BY  DAVID  NOACK 


Columnist  For  An 
Audience  Of  One 

How  Arizona  Hepublic  columnist  David  Leibowitz  used 
drop-cap  typography  to  give  new  meaning  to  the  term,  love  Letters' 


A  COLUMNIST  FOR  the  Arizona  Republic 
used  the  most  public  of  places  to  pose 
the  most  private  of  questions:  his  column 
to  ask  his  girlfriend  to  marry  him. 

David  Leibowitz,  33,  who  pens  a  thrice-weekly 
column  for  Arizona’s  largest  daily  newspaper, 
decided  to  take  the  literary  license  that  comes 
with  his  particular  brand  of  writing  and  proposed 
to  Kellee  Stooks,  29.The  answer  was  “yes.”  An  early 
November  wedding  is  planned. 

When  readers  of  the  Republic  flipped  through 
their  newspaper  on  June  6,  a  Saturday  morning,  to 
see  who  or  what  Leibowitz  was  taking  to  task  that 
day,  they  were  probably  surprised  to  find  a  kinder, 
gentler  column,  filled  with  personal  thoughts  and 
romantic  recollections. 

EDITOR,  FOR  LIFE' 

The  column,  headlined  “Wanted:  Editor,  for  life” 
summarized  the  relationship  between  Leibowitz 
and  Stooks:  (a.k.a.  “the  blond  with  all  the  curls”) 
how  she  knows  just  what  to  say  and  when  to  say 
it,  how  they  met,  their  first  movie. The  couple  met 

three  years  ago. 

But  if  readers 
were  looking  for 
the  column  to  fin¬ 
ish  with  the  tradi¬ 
tional  "...  and  will 
you  marry  me,” 
they  missed  the 
forest  for  the 
trees.  The  ques¬ 
tion,  “Marry  Me 
Kellee?”  was 
spelled  out  along¬ 
side  most  of  the 
paragraphs  in  the 
column,  using 
“drop  caps”  — 
those  BIG  letters 
that  begin  a  para¬ 
graph  or  sen¬ 
tence. 

The  “drop  cap” 
idea  was  bor¬ 
rowed  from  fel¬ 
low  columnist,  E.J. 
Montini,  when  he 
used  the  same 
technique  in  a 
January  1996  col¬ 


Arizona  Republic  columnist  David 
Leibowitz  and  the  woman  he  proposed  to 
in  his  column,  Kellee  Stooks,  who  is  now 
his  fiancee. 


umn  about  the  1996  Super  Bowl  game  between 
the  Pittsburgh  Steelers  and  the  Dallas  Cowboys. 
Montini,  a  native  of  western  Pennsylvania,  spelled 
out  “Go  Steelers.” 

Leibowitz,  who  had  been  preparing  to  pop  the 
question,  decided  that  his  column  would  be  the 
best  way.  He  wrote  the  column  on  Friday,  June  5, 
and  wrapped  it  up  by  about  6  p.m.,  his  usual  dead¬ 
line. 

John  D’Anna,  deputy  managing  editor  at  the 
Republic,  said  that  it  was  no  secret  in  the  news¬ 
room  what  Leibowitz’s  column  would  be  about 
that  day. 

“He  had  talked  to  me  about  proposing  to 
Kellee.  He  had  bought  the  ring.  I  said  to  do  it  in 
your  column  and  he  said  he  had  been  thinking 
about  that,”  said  D’Anna. 

“It  was  something  that  I  had  thought  about  for 
a  long  time.  Everybody  looks  for  a  special  way  to 
propose. You  want  it  to  be  something  that  is  mem¬ 
orable  and  to  be  something  that  you  can  talk  about 
in  50  years  and  that  was  something  that  1  can  do 
that  very  few  other  people  could,”  said  Leibowitz, 
a  former  reporter  for  the  Tribune  in  Mesa. 

He  said  the  theme  of  the  column  was  “asking 
questions.” 

WRITING  FOR  AN  AUDIENCE  OF  ONE 

“I  don’t  write  about  myself  very  frequently. 
Every  once  in  a  blue  moon  I  throw  it  in  there  to 
let  people  into  my  life  a  little  bit.  I  wanted  to  get  a 
little  bit  in  there  about  her,  a  little  bit  about  me,  the 
relationship,  but  most  of  it  I  was  writing  for 
Kellee. That’s  a  selfish  thing  to  say,  but  I  was  writ¬ 
ing  for  an  audience  of  one,”  said  Leibowitz. 

In  putting  together  his  column,  Stooks  usually 
acts  as  a  sounding  board  for  his  ideas  and  prose. 
But  not  this  time.  It  just  so  happens  that  she  was 
on  a  business  trip  out  of  state. 

“I  didn’t  fly  completely  solo.  I  had  my  editor  to 
look  it  over.  He  wasn’t  too  jazzed  about  wanting  to 
change  my  wedding  proposal.  It  was  actually  kind 
of  liberating.  I  really  didn’t  even  get  edited,”  said 
Leibowitz,  who  has  been  at  the  Republic  for  two 
years. 

WRAPPED  RING  IN  NEWSPAPER 

Leibowitz,  who  said  he  had  a  hard  time  sleeping 
that  night,  got  the  paper  before  dawn  and  taped 
the  engagement  ring  to  the  inside  of  the  newspa¬ 
per  and  started  to  read  the  column  to  Stooks.  The 
(See  Love  Letters  on  page  105) 
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NATIONAL  CHAMPIONSHIPS 

The  Hearst  Journalism  Awards  Program  congratulates  the  winners 
of  the  38th  Annual  National  Print,  Photojournalism  and  Broadcast  News  Championships. 
We  wish  them  continued  success  in  their  journalistic  careers. 


First  Place 
$5,000  Scholarship 

Oscar  Jose  Corral,  Jr. 
University  of  Florida 
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The  Hearst 
Journalism  Awards 
Program 
is  fully  funded 
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First  Place 
$5,000  Scholarship 

Bruce  Ely 

University  of  Montana 


BY  GEANNE  ROSENBERG 


New  Contracts  Can  Saddle 
Writers  With  New  Liabilities 

When  freelance  writers  scribble  their  names  on  formal  contracts  with 
newspapers,  they  may  be  agreeing  to  more  than  they  bargained  for 


PACTS  BETWEEN  FREELANCERS  and  news¬ 
papers  traditionally  included  little  more 
than  telephone  agreements  to  deadlines, 
word  length  and  pay.  But  newspapers  are 
increasingly  requiring  freelancers  to  sign  written 
contracts,  and  in  some  cases,  freelancers  are  find¬ 
ing  they’re  getting  more  than  they  bargained  for  in 
the  form  of  potentially  unlimited  liability. 

A  move  toward  more  formal  freelance  newspa¬ 
per  contracts  is  being  driven,  in  part,  by  copyright 
concerns  in  the  wake  of  a  freelancer’s  electronic 
rights  court  victory  and  newspapers’  reuse  of  con¬ 
tent  on  Web  sites.  But  some  of  the  agreements  go 
beyond  spelling  out  the  writer  and  publishing 
company’s  rights  and  obligations  with  respect  to 
use  of  stories.  In  some  cases,  the  agreements  hold 
freelance  writers  contractually  and  financially 
responsible  for  any  third-party  claims  relating  to 
their  stories  —  such  as  libel  and  privacy  violation 
claims  —  including  the  cost  of  the  newspapers’ 
legal  fees  in  defending  against  such  actions. 

BROAD  WARRANTIES 

Contracts’  wording  often  includes  a  broad  war¬ 
ranty  in  which  the  writer  warrants  that  he  or  she 
will  not  libel  or  violate  the  privacy  rights  of  any 
third  party.  In  some  cases,  the  warranty  doesn’t  list 
the  rights  not  to  be  violated,  but  will  simply  pro¬ 
vide  a  blanket  warranty  that  the  writer  will  not  vio¬ 
late  any  third-party  rights.  The  warranty  is  then 
combined  with  an  indemnification  generally 
appearing  later  in  the  contract  in  which  the  free¬ 
lancer  agrees  to  indemnify  the  publication  against 
all  damages  and  expenses  related  to  any  breach, 
and  in  some  cases,  to  any  alleged  breach. 

What  these  combined  clauses  mean  is  that  if  the 
publication  is  sued  in  connection  with  an  article 
the  freelancer  has  written,  the  freelance  writer  is 
responsible  for  any  damages  or  expenses  incurred 
by  the  publication  in  fending  off  the  suit. 

A  freelance  contract  from  the  Atlanta  Journal 
and  Constitution,  for  example,  includes  a  provision 
in  which  the  writer  agrees  not  to  violate  the  rights 
of  any  third  party,  and  will  indenmify  the  publisher 
with  respect  to  all  claims  or  damages  arising  from 
any  breaches  of  the  writer’s  representations.  The 
Record  of  Bergen  County,  N.J.,  includes  a  provision 
that  the  freelance  writer  will  indemnify  the  publi¬ 
cation  against  any  claim  that  a  story  violates  the 


Rosenberg,  an  New  York-based  attorney,  is  a 
freelance  writer. 


rights  of  any  third  party  and  pay  all  costs  including 
penalties,  interest  and  legal  fees. 

While  these  are  samples  of  many  of  the  newspa¬ 
per  fireelance  contracts  out  there,  they  by  no  means 
represent  an  industry  standard.  Many  publications 
still  accept  freelance  work  without  the  use  of  writ¬ 
ten  contracts,  and  some  publications  that  include 
the  combination  of  clauses  in  their  standard  free¬ 
lance  contracts  allow  freelancers  to  negotiate  out  of 
them.  Still  other  newspapers  are  backing  away  from 
indemnifications  and  substituting  cooperation  claus¬ 
es,  in  which  writers  agree  to  coop>erate  with  the 
publication  in  the  event  of  a  lawsuit. 

The  New  York  Times,  for  example,  has  been 
replacing  indemnification  clauses  with  coopera¬ 
tion  clauses  in  its  freelance  contracts.  A  freelance 
contract  from  the  Portland  Oregonian  also 
includes  a  cooperation  clause.  And  under  freelance 
contracts  for  other  publications,  including  the 
Chicago  Tribune,  a  freelancer  agrees  to  liability  for 
intentional  breaches  of  their  warranties,  which 
include  promises  not  to  knowingly  defame  or 
invade  the  privacy  of  any  person. 

UNCONSCIONABLE' 

But  where  publications  ask  freelancers  to  assume 
the  publications’  risk  and  pay  their  legal  fees  with 
respect  to  any  allegation  of  libel,  invasion  of  privacy 
and  other  legal  claims,  writers’  advocates  are  in 
strong  opposition.  “1  think  anyone  who  agrees  to 
that  is  crazy,”  says  Dan  Carlinsky,  vice  president  for 
contracts  at  the  American  Society  of  Journalists  and 
Authors.  “That  means  that  if  my  article  gets  pub¬ 
lished  and  some  nut  jumps  out  of  nowhere  —  some¬ 
one  with  a  lot  of  money  or  time  on  his  hands  — 
someone  can  keep  us  going  for  months  or  years  in 
court,  and  I’ve  got  to  pay  the  legal  fees  for  whomev¬ 
er  the  publisher  may  be. ...  It  is  unconscionable  to 
try  to  pass  that  risk  onto  an  author.” 

However,  some  newspaper  lawyers  and  trade 
group  representatives  say  it’s  their  desire  to  steer 
their  publications  clear  of  the  risk  that  is  behind 
the  warranty/indemnification  terms  in  freelance 
contracts.  According  to  Jennifer  Borg,  vice  presi¬ 
dent,  human  resources  and  general  counsel  at  the 
Record,"'!  have  an  obligation  to  make  sure  that  we 
are  also  doing  risk  assessment  when  we  contract 
with  any  third  party.  .  .  .  Unfortunately,  there  are 
many  freelancers  with  whom  we  contract  where 
we’re  not  aware  of  how  well  they  practice  their 
craft,  and  in  those  instances,  if  they’re  going  to  sell 
us  a  story,  we  want  to  ensure  that  a  third  party  is 
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In  the  rapidly  changing  world  of  the  Internet,  your  online  classifieds  business 
must  react  quickly  to  market  conditions.  To  compete  effectively,  you  need  the 
flexibility  to  adopt  your  online  classifieds  site.  For  the  first  time,  you  con  get  the 
total  control  you  need  with  ICE,  the  unique  olhnew  Internet  Classifieds  Engine^*^ 
from  ECl.  bs 

ICE  is  so  flexible  and  customizable,  you'll  hove  the  freedom  to  nrake  changes  to 
your  site  quickly  and  easily.  You'll  manage  your  own  look,  feel  and  function  with 
standard  HTML  authoring  tools  and  simple  user  interface  templates.  Or  manipulate 
data  on  the  fly  to  create  new  targeted  products  and  specialized  sites.  ICE  is  what 
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not  going  to  file  a  claim  against  us  based  on  that 
freelancer’s  acts  or  omissions.” 

There  is  another  concern  in  dealings  with  free¬ 
lancers,  added  Kenneth  Richieri,  assistant  general 
counsel  of  the  Neu>  York  Times:  “You  want  the 
writer  to  stand  behind  the  work  in  some  fashion 
and  in  a  worst  case,  if  there’s  some  kind  of  chal¬ 
lenge  to  the  article,  to  be  on  your  side  and  help  you 
in  the  defense.” 

FREELANCE  INSURANCE  POLICIES? 

Still  others  contend  the  risk  of  liability  should 
rest  with  the  author.  Sandra  Baron,  executive  direc¬ 
tor  of  the  Libel  Defense  Resource  Center,  described 
knowledge  of  libel  and  privacy  laws  as  “the  tools  of 
the  trade”  for  freelancers.  In  her  view,  just  as  a  shop¬ 
keeper  has  insurance  to  cover  slips  and  falls,  free¬ 
lancers  should  consider  insurance  for  possible  libel 
or  privacy  claims. 

But  while  Carlinsky  said  he  has  no  problem  with 
an  author  warranting  that  an  article  is  an  original 
woric  and  that  it’s  unencumbered  —  issues  over 
which  the  author  has  control  —  where  warranties 
venture  into  libel  and  privacy  law,  the  author  can’t 
“warrant  in  the  absolute”  that  these  issues  aren’t 
implicated.  “These  are  legal  matters  and  they’re  often 
very  complex  legal  matters”  with  laws  varying  from 
state  to  state,  and  with  respect  to  obscenity  law,  from 
community  to  community.  Now,  with  the  Internet 
permitting  access  to  stories  not  only  nationally,  but 
internationally,  the  laws  of  foreign  nations  are  also 
potentially  relevant,  he  noted.  “Do  I  know  the  libel 
laws  and  privacy  laws  of  every  jurisdiction  in  the 
world?”  he  rhetorically  asks.“The  answer  is,  of  course 
not.  When  you  publish  something,  there’s  a  risk 
involved.That’s  why  publishers  have  lawyers  on  staff 
or  on  retainer.”  If  a  publisher  decides  “to  publish,  the 
risk  of  publishing  is  the  publisher’s  risk.” 


ically  have  media  liability  policies  protecting  them 
against  libel,  invasion  of  privacy  and  other  claims, 
freelancers  generally  have  no  such  protection. 
According  to  Rick  Fenstermacher,  underwriting 
consultant  for  Mutual  Insurance  Company  Ltd.,  a 
leading  newspaper  media  liability  insurer,  based  in 
Hamilton,  Bermuda,  the  insurer’s  minimum  annual 
premium  for  a  policy  that  would  protect  a  free¬ 
lancer  against  libel  and  other  publication-related 
claims  is  $2500.To  his  knowledge  no  freelancer  has 
purchased  the  policy.  “We’ve  had  some  inquiries  and 
they  feel  $2500  is  prohibitive,  and  it  may  be,”  he 
said.  Fenstermacher  said  publishers  can  add  free¬ 
lancers’  names  to  their  own  policies,  which,  in  the 
case  of  large  publishers,  probably  would  not  result 
in  any  premium  increase.  However,  publishers,  he 
said,  seldom  add  freelancers  to  their  policies. 

How  are  freelancers  approaching  the  risk  of  addi¬ 
tional  liability  when  it  comes  to  newspaper  contracts? 
So  far,  some  are  signing  contracts  containing  the  war¬ 
ranty  and  indemnification  provisions,  some  are  nego¬ 
tiating  out  of  such  provisions,  and  according  to 
Carlinsky,  some  are  walking  away  from  assignments 
altogether.  Ed  McCoyd,  director  of  legal  services  at  the 
Author’s  Guild,  advises  authors  only  to  agree  to  liabili¬ 
ty  for  a  third-party  claim  “if  actual  judgment  is  sus¬ 
tained”  —  as  opposed  to  signing  themselves  for  any 
allegation  of  libel  or  other  claim. 

■VERY.  VERY  EXPENSIVE' 

Freelancers  should  also  insist  on  a  “stipulated  ceil¬ 
ing”  or  limit  to  their  liability,  McCoyd  added.That  limit 
could  be  the  fee  they  are  paid  for  the  story  at  issue, 
said  one  attorney  who  has  represented  publishers  in 
such  contracts.  But  Fenstermacher  predicted  the  con¬ 
tract  provisions  will  serve  as  a  catalyst  for  organiza¬ 
tion  of  freelancers  into  trade  groups.  “A  freelancer  or 
two  are  going  to  get  dragged  into  a  very  expensive 
lawsuit,”  said  Fenstermacher.  “Just  defending  the  accu¬ 
sation  is  very,  very  expensive.” As  a  result,  freelancers 
will  scrutinize  such  terms  more  closely,  and  ultimate¬ 
ly,  he  added,  “I  think  they  will 
join  groups,”  which  will  enable 
them  to  purchase  insurance  at 
lower  individual  rates. 

Meanwhile,  N.Y. -based 
National  Writers  Union  is 
already  investigating  media  lia¬ 
bility  insiuance  for  its  mem¬ 
bers.  According  to  Jonathan 
Tasini,  president  of  the  union 
and  plaintiff  in  the  electronic 
rights  case  that  sources  said 
help)ed  spawn  many  of  the  free¬ 
lance  newspaper  contracts,  the 
union  surveyed  its  membership 
about  interest  in  group  insur¬ 
ance  coverage.  The  result  — 
86%  of  respondents  indicated 
they  would  be  interested  in 
buying  into  such  a  policy,  he 
said. 

Depending  upon  how  many 
members  signed  on,  the  policy 
could  cost  individual  mem¬ 
bers  between  $120  to  $150  a 
year. 


ADD  FREELANCERS  TO  PUBLISHER’S  POLICY? 

As  for  insurance,  although  large  publications  typ- 
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BY  M.L.  STEIN 

Covering  Mexico  Badly? 
Border  Journalism  Debated 

A  panel  of  reporters  meeting  in  San  Diego  says  American  news  organizations 
should  take  a  hard  look  at  the  way  they  view  and  write  about  Mexican  affairs 


The  AMERICAN  MEDIA  is  not  doing  a  good 
enough  job  covering  the  U.S.-Mexico  bor¬ 
der,  according  to  speakers  at  the  annual 
joint  conference  of  the  California  Society' 
of  Newspaper  Editors  and  the  Associated  Press 
News  Executives  Council. 

Mexican  reporter  Jorge  Alberto  Cornejo  agreed 
with  that  assessment,  but  added  that  the  U.S. 
news  coverage  of  Mexican  affairs  “is  better  than 
we  cover  the  U-S-A.” 

Five  American  journalists  and  Cornejo  were 
members  of  the  panel,  “Covering  Mexico  and  the 
Border:  How  Are  We  Doing?”  that  convened  at 
Rancho  Santa  Fe  in  San  Diego  County,  not  far  from 
the  border  city  of  Tijuana,  Mexico. 

“There’s  a  tendency  to  hype  stories  about 
Mexico,”  said  David  Smith,  foreign  editor  of  the 


San  Diego  Union-Tribune. As  an  example,  he  cited 
reports  in  some  newspapers  that  Mexico  would 
erupt  in  a  revolution  in  the  wake  of  its  last  elec- 
tion.“There  was  no  revolution,”  Smith  pointed  out. 
“Political  change,  migration,  economics  make 
Mexico  a  great  story.  It  can  stand  by  itself.  It  does¬ 
n’t  need  exaggeration  or  hype.” 

TREATING  MEXICO  LIKE  A  CHILD? 

Smith,  who  speaks  Spanish,  contended  that  the 
U.S.  media  “often  treats  Mexico  like  a  child  and 
we’re  the  adult,  and  yet  it  has  a  longer  history  than 
we  do.” 

He  urged  that  reporters  covering  the  border 
and  Mexico  proper  develop  a  strong  knowledge  of 
that  country  and  its  history.  He  suggested  they 
avoid  doing  all  their  reporting  from  Mexico  City 
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and  visit  the  provinces  to  talk  to  ordi¬ 
nary  people.  “They’re  like  us  in  that 
they  want  to  advance  in  life  but  their 
way  of  thinking  is  not  always  our  way  of 
thinking,”  he  said. 

According  to  Smith,  many  Mexicans 
harbor  an  underlying  resentment  of  the 
United  States,  seeing  it  as  an  arrogant, 
imperial  power  —  a  perception  pro¬ 
jected  by  several  political  cartoonists 
for  Mexican  newspapers.  He  showed 
some  of  them,  including  one  depicting 
a  huge  American  washing  machine  for 
money  laundering.  Smith  said  the 
Union-Tribune,  as  a  border  city  news¬ 
paper  in  a  state  with  a  huge  Mexican- 
American  and  Mexican  population,  is 
particularly  sensitive  to  the  coverage  of 
Mexico,  saying:  “It’s  an  important  story 
and  we  cover  it  as  well  as  we  can.” 

One  fault  in  U.S.  coverage  of  Mexico 
is  that  “we  tend  to  cover  the  border  as  a 
geographic  place  when  it’s  really  an 
economic  story,”  said  Sue  Cross,  AP 
bureau  chief  in  Phoenix.  “In  Arizona, 
with  the  flow  of  immigrants,  it’s  a  story 
about  the  labor  market.”  Cross  also  felt 
there  is,  perhaps,  too  much  emphasis  on 
the  border  and  the  U.S.  Border  Patrol, 
which  has  increased  its  numbers  dra¬ 
matically  in  Arizona  and  California. 

“You  can’t  cover  Mexico  from  just 
one  side  of  the  border,”  Cross  insisted. 

MEXICO,  THE  BUSINESS  STORY 

Mexico  as  a  business  beat  story  is  fre¬ 
quently  overlooked,  lamented  Bobbie  Jo 
Buel,  managing  editor  of  the  Arizona 
Daily  Star  in  Tucson.  “More  and  more, 
Mexico  is  a  story  that  affects  our  econ¬ 
omy,”  she  said.  “I  don’t  think  we’ve 
opened  our  front  door  enough  to  turn 
our  business  beat  into  a  beat  that  looks 
at  Mexico.” 

In  terms  of  general  reporting,  Buel 
said  she  has  seen  many  stories  on 
Mexico  in  which  the  sources  are 
unions,  think  tanks  and  university 
reports.  “This  is  even  true  of  newspa¬ 
pers  in  the  Southwest,”  she  noted. 
“Instead  of  sending  their  own  reporters 
into  Mexico,  they  rely  on  these  outside 
organizations.” 

Buel  agreed  with  Cross  that  the  bor¬ 
der  is  covered  with  too  narrow  a  per¬ 
spective,  concentrating  almost  wholly 
on  illegal  immigration  and  ignoring  the 
impact  on  the  American  economy. 

OBSTACLE  OF  MEXICAN  BUREAUCRACY 

Cornejo,  who  is  based  in  Tijuana  for 
the  Mexico  City  daily.  La  Jornada,  was 
sympathetic  to  the  problems  American 
reporters  have  in  covering  Mexico  but, 
at  the  same  time,  he  observed  that  they 
usually  are  more  likely  to  get  interviews 
with  top  officials  than  their  Mexican 
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counterparts  —  “maybe  because  they  have  better 
legs  "The  problem  for  all  journalists  there,  he  said, 
is  the  difficulty  in  plowing  through  the  bureaucra¬ 
cy  to  obtain  even  a  simple  press  release. 

“Reporting  in  Tijuana  is  like  a  spider  web," 
Cornejo  said.  “You’re  working  on  a  business  story 
and  the  next  day  it’s  a  political  story  and  the  fol¬ 
lowing  day  a  police  story  —  and  then  it’s  back  to 
being  a  political  story." 

Reporters,  he  said,  also  must  be  careful 
how  they  ask  questions  of  officials,  some  of 
whom  attempt  to  bribe  the  press  for  favorable 
treatment.  “A  question  can  be  misunderstood,”  he 
explained. 

Overall,  Cornejo  urged  U.S.  journalists  covering 
the  border  and  Mexico  to  know  the  language  and 
try  to  understand  the  thinking  of  Mexicans. 
“Sometimes  we  are  offended  at  the  way  the 
American  media  treats  our  country,”  he  said. 

GETTING  INFORMATION  DIFFICULT 

Carmen  Escobosa,  a  San  Diego  correspondent 
for  KMEX-TV  in  Los  Angeles,  reinforced  Cornejo’s 
view  that  getting  interviews  with  Mexican  author¬ 
ities  is  a  tough  process.  “Often  they  won’t  tell  you 
anything,”  she  related.  “And  public  affairs  officers 
either  don’t  know  or  are  not  allowed  to  say  any¬ 
thing.  I  advise  American  reporters  to  go  first  to  the 
lower  ranks  and  people  in  the  streets.  Then  go  to 
the  big  shots  with  what  you  know.” 

Even  then  a  journalist  can  be  stonewalled,  she 
said,  because  the  officials  first  must  confer  with 
each  other  before  talking  to  the  media.  And  in 
Tijuana,  a  bureaucrat  often  must  get  permission 
from  a  superior  in  Mexico  City  before  saying  any¬ 
thing,  which  can  be  maddening  on  a  deadline,  she 
added. 

“They’re  a  little  more  open  to  the  U.S.  media  but 
you  have  to  make  them  believe  that  you  are  objec¬ 
tive  and  want  to  get  both  sides  of  the  story,” 
Escobosa  advised. 

All  the  panelists  stressed  the  need  for  reporters 
on  the  border  and  beyond  to  have  Spanish  fluen¬ 


cy.  Cross  said  AP  is  paying  for  Spanish  lessons  for 
staffers  on  the  Mexico  beat. 

Moderator  Anita  Snow,AP  news  editor  in  Mexico 
City,  summed  up  the  discussion  by  saying,“It’s  hard 
working  in  Mexico  but  there  are  a  lot  of  good  sto¬ 
ries  down  there.” 

In  other  conference  business,  Mark  Vasche, 
managing  editor  of  the  Modesto  Bee,  succeeded 
Andy  Lippman  as  president  of  CSNE.  Lippman,AP 
bureau  chief  in  Los  Angeles,  had  held  the  post  for 
two  years. 


Officials  Attack  Photogs 

The  MEXICAN  GOVERNMENT’S  human  rights 
agency  said  police,  directed  by  immigration 
officials,  wrongfully  assaulted  two  photojoumal- 
ists  last  month  in  southern  Chiapas  state. 

The  attack  on  photographers  of  the  Associated 
Press  and  Agence  France-Presse  happened  at  the 
airport  in  the  state  capital  as  immigration  officials 
were  deporting  three  Americans  and  nine  other 
foreigners  accused  of  political  activities  in  viola¬ 
tion  of  their  tourist  visas.The  photographers,  who 
were  taking  pictures,  said  police  beat  them  with 
rifle  butts  and  took  their  film.  Pascual  Gorriz 
Marcos  of  AP  suffered  a  gash  on  his  head,  and 
Oriana  Gonzalez  Elicabe  of  AFP  was  bruised  in  the 
scuffle. 

The  Chiapas  state  government  blamed  the  pho¬ 
tographers,  saying  Gonzalez  Elicabe  bit  an  officer 
and  Gorriz  Marcos  kicked  him.  Both  journalists  dis¬ 
puted  that  account. 

The  Mexican  government’s  human  rights  com¬ 
mission,  which  sent  a  letter  to  Chiapas  Gov. 
Roberto  Albores  Guillen  declaring  that  the  jour¬ 
nalists’  human  rights  were  violated,  said,  on 
May  22,  the  police  had  no  right  to  kick  them  out  of 
a  non-restricted  area  or  to  take  their  film. 

The  commission  also  urged  the  Immigration 
Institute  to  investigate  its  agents  who  were 
involved  in  the  scuffle.  —  AP 
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Thanks  But  Keep 
The  Trophy 

Mexican  journalists  spurn  government  prizes  to  emphasize  independence 


The  MEXICAN  GOVERNMENT’S 
20-year  practice  of  awarding 
prizes  to  national  journalists 
was  an  embarrassment  this  year 
when  some  of  the  winners  refused  the 
“honor,”  further  sullying  the  already 
grim  image  of  journalism  in  Mexico. 

Last  week,  President  Ernesto  Zedillo 
presented  the  1997-1998  prizes  for  “Jour¬ 
nalism  and  Information”  and  stressed 
Mexico’s  advances  in  press  freedom 
and  democracy.  “Mexico  is  a  country 
where  the  freedom  to  express  ideas  is  not 
restricted,  much  less  persecuted,”  he  said. 

iMaybe  so,  but  the  newspaper 
Reforma,  one  of  whose  reporters  won 
an  award  for  investigative  work,  refused 
the  prize  “as  a  way  of  strengthening  our 
editorial  independence.” 

Mexico  leads  Latin  America  —  which, 
in  turn,  leads  the  world  —  in  the  num¬ 
ber  of  journalists  killed  since  1970.  StiU, 
the  government  began  to  award  journal¬ 
ism  prizes  —  worth  $17,000  —  in  the 
1970s  when  the  media  were  under  offi¬ 
cial  censorship  and  journalists  were 
often  persecuted  by  authorities. 

Julio  Soberer,  a  respected  journalist 
widely  considered  one  of  the  “fathers” 
of  investigative  reporting  in  Mexico, 
rejected  the  award  the  jury  gave  him  for 
“lifetime  achievements.”  For  20  years. 
Soberer  was  director  of  the  opposition 
magazine  Proceso,  which  endured  con¬ 
stant  government  pressure  and  faced 
threats  and  criticism  from  officials. 

In  years  past,  other  journalists  critical 
of  the  government  have  also  rejected 
awards.  This  year’s  jury,  presided  over 
by  Jacobo  Zabludovaky,  gave  a  posthu¬ 
mous  award  to  Nobel  laureate  for  litera¬ 
ture  Octavio  Paz.  Zabludovaky  is  a  for¬ 
mer  news  anchor  for  the  news  group 
Televisa,  whose  close  ties  to  govern¬ 
ment  make  it  a  symbol  of  the  past. 

Of  the  10  jury  members  appointed 
by  the  government,  four  are  present  or 
former  Televisa  associates,  and  of  whom 
began  their  careers  there. 

There  was  little  surprise  in  media  cir¬ 
cles  when  the  jury  decided  to  honor 
the  international  network  ECO,  owned 
by  Televisa,  for  best  news  show.  The 
award  for  caricature  went  to  a  contrib¬ 


utor  to  the  newspaper  Movedades,  also 
owned  byTelevisa.The  magazine  Nexos 
won  the  prize  for  cultural  publication. 

Journalists  from  the  newspapers  La 
Jornada  and  El  Economista  and  the 
magazine  Siempre  won  for  reporting,  fea¬ 
ture  writing  and  interview,  respectively. 

“What  is  valuable  about  the  National 
Journalism  and  Information  Awards  is 
the  financial  aspect,  not  the  meaning,” 
since  they  already  have  been  “totally 
discredited,”  said  Victor  Roura,  a  colum¬ 
nist  for  the  newspaper  El  Financiero. 

The  international  association  Journal¬ 
ists  Without  Borders  has  said  there  is 
greater  openness  in  the  Mexican  media, 
but  conditions  still  prevent  journalists 
from  exercising  their  craft  freely.  With  a 
membership  of  1,200  journalists  from 


Fear  of  color  newspaper  ads. 
You’ve  seen  it  before.  Perhaps  you’ve 
even  experienced  it. 

It  all  Stans  when  the  candy  apple  red  sports 
car  that  really  “pops”  in  a  magazine  ad,  fizzles  to 
a  muddy  brown  when  it  appears  in  a  newspaper. 
Or  the  deep  blue  skies  and  fiery  orange  sunsets  of 
a  Caribbean  vacation  all  blend  into  a  dreary  gray. 

That’s  where  Publicitas  Advertising  Services 
comes  in.  We  take  the  fear  and  uncenainty  out 
of  color  newspaper  advertising. 

You  may  already  know  us  as  the  company 
that  handles  your  newspaper  ad  campaigns  from 
insenions  to  tear  sheets.  But  did  you  know 


around  the  world,  the  group  put  Mexico 
on  a  list  of  14  nations  where  conditions 
for  press  freedom  are  “particularly  bad.” 

Newspaper  distribution  in  Mexico  is 
monopolized  by  a  union  that  is  close  to 
the  governing  Institutional  Revolu¬ 
tionary  Party,  and  journalists  are  usually 
required  by  authorities  to  reveal  their 
sources.  Most  iMexican  journalists,  how¬ 
ever,  acknowledge  that  freedom  of 
expression  has  advanced,  at  least  com¬ 
pared  with  30  or  40  years  ago,  when 
criticizing  the  government  was  virtual¬ 
ly  impossible. The  relationship  between 
the  media  and  the  government  reached 
a  low  point  in  1963  when  the  owners 
and  concessionaires  of  455  radio  and 
TV  stations  allied  en  masse  with  the 
PRl.  —  Inter  Press  Service 


that  our  graphics  professionals  are  recognized 
throughout  the  industry  as  the  experts  in 
newspaper  color  reproduction? 

When  you  come  to  Publicitas,  we  evaluate 
and  optimize  your  color  ad  so  that  it  reproduces 
exactly  the  way  it  looked  when  you  first  created 
it.  So  your  primary  colors  -  yellow  canaries,  red 
sunsets,  and  blue  skies  -  come  shining  through. 

If  you  would  like  more  infor¬ 
mation  about  how  Publicitas  can 
eneigize  your  newspaper  advertisii^ 
programs,  please  call  me  - 
Barbara  Krasne,  your  primary 
contact  -  at  (203)  978-7810. 
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Sharp  Sentences  Hook 
More  Eyeballs 

Good  writing  is  crucial  to  the  process  of  attracting  and  holding  newspaper  readers. 
At  the  IRE  conference,  newsroom  pros  shared  tips  about  how  to  tune  up  your  reporters. 


Greg  STRICHARCHUK,  a  projects  editor  writer  still  faces  the  challenge  of  “distilling  the 
at  the  Minneapolis  Star  Tribune,  says  he  findings  of  her  research  and  legwork  into  sen- 
may  have  a  simple  method  for  getting  tences  the  reader  can  understand  and  react  to.” 
good  writing  from  reporters:  aggressively  When  the  Tribune  last  year  set  out  to  hire  a 


Greg  STRICHARCHUK,  a  projects  editor 
at  the  Minneapolis  Star  Tribune,  says  he 
may  have  a  simple  method  for  getting 
good  writing  from  reporters:  aggressively 
policing  their  story  leads. 

When  a  reporter  has  gathered  the  information 
and  is  ready  to  start  writing  the  story,  Stricharchuk 
calls  him  or  her  in  and  asks  what  the  lead  will  be. 

“And  don’t  bore  the  crap  out  of  me,”  he  adds 
ominously. 

Stricharchuk  and  Robert  Blau,  a  Chicago 
Tribune  projects  editor,  discussed  their  ideas  and 
approaches  to  producing  more  readable  copy  on  a 
panel, “Going  from  the  study  to  the  story:  How  edi¬ 
tors  can  help  make  the  story  more  vibrant,”  at  the 
annual  Investigative  Reporters  &  Editors  confer¬ 
ence  in  New  Orleans  earlier  this  month. 

DULL  STORIES  DRIVE  AWAY  READERS 

The  session  was  based  on  the  premise  that 
computer-assisted  reporting  and  other  newsroom 
technologies  are  fine  tools  for  digging  up  raw 
material  but  they  can’t  make  up  for  a  dry,  dull 
story  that  turns  away  readers. 

A  veteran  reporter  and  editor  who  spent  nine 
years  at  the  Wall  Street  Journal,  Stricharchuk  said 
he  first  talks  the  story  through  with  reporters  to 
help  them  really  “see”  it. 

“I  ask  them  to  tell  me  the  thrust  of  the  piece, 
how  it  will  be  told  and  if  there  is  a  strong  charac¬ 
ter  the  story  will  be  built  around  —  and  is  he  a  bad 
guy  or  a  good  guy?”  the  panelist  explained.  “If  he  is 
a  bad  guy,  I  want  to  know  if  there  is  a  good  guy.  Are 
there  scenes  that  compel  the  reader  to  want  to 
know  more  about  these  people?  Will  the  story  have 
a  beginning,  middle  and  end?” 

Blau,  who  admitted, “I  prob-  “Until  thu 

ably  know  less  about  comput-  dcblink 

er-assisted  reporting  than  any 
of  you  in  this  room,”  suggest-  marketplac 
ed  that  such  knowledge  was  Qolc 

not  paramount  to  turning  out  ^  * 

vibrant  copy.'  Without  a  story,  in-clcpth  VE 
all  the  computer-assisted  whci 

research  in  the  world  won’t 
save  you,”  he  contended.  ycni  WCint 


PROSE  AND  DEADLINES 

He  acknowledged  that 
deadline  pressure  doesn’t 
normally  lend  itself  to  scintil¬ 
lating  prose  but  said  the 


writer  still  faces  the  challenge  of  “distilling  the 
findings  of  her  research  and  legwork  into  sen¬ 
tences  the  reader  can  understand  and  react  to.” 

When  the  Tribune  last  year  set  out  to  hire  a 
reporter  who  knew  how  to  acquire  and  manipu¬ 
late  databases,  Blau  recalled,  the  paper  knew  what 
it  did  not  want:  “someone  who  could  produce  glo¬ 
rified  gotcha  stories.” 

DATA  DOESN'T  OVERWHELM  STORY 

The  Tribune,  he  said,  took  on  Mike  Berens 
because  he  knew  “how  to  quietly  tell  readers  that 
he  got  his  information  from  a  computer  run,  with¬ 
out  distracting  from  the  story,  whether  it  was 
about  a  modern-day  debtor’s  prison,  juvenile  jails 
or  an  interstate  fugitive  program. . . .  One  live  per¬ 
son  is  worth  10,000  bytes.” 

Blau  said  the  Tribune,  like  other  large  newspa¬ 
pers,  is  trying  to  redefine  the  way  reporters  deliv¬ 
er  enterprise  projects,  including  those  with  a  com¬ 
puter  component.  Generally,  he  continued,  the 
paper  hews  to  the  idea  that  the  best  way  to  com¬ 
pete  with  tabloid  television  and  other  “instantly 
available  media”  is  with  intricately  told  stories  that 
rely  on  three-dimensional  characters,  actual  dia¬ 
logue  and  a  clear  structure. 

COMPETING  WITH  HARD  COPY 

“Until  this  strategy  is  debunked  in  the  market¬ 
place,  this  will  be  the  golden  era  of  in-depth  re¬ 
porting,”  he  predicted.  “Call  it  by  whatever  name 
you  want  —  enterprise  reporting,  investigative  re¬ 
porting,  reporting  down  to  the  bone,  pulverizing  — 
whatever  can’t  be  copied  by  Hard  Copy  or 
squeezed  into  a  one-minute  spot.” 

Stricharchuk  said  one  tech- 
“Until  this  strategy  is  nique  he  uses  is  to  have  the 

debunked  in  the  reporter  imagine  himself 

with  a  video  camera  shootmg 
maTketplace,  this  will  be  a  documentary.  “Then  1  ask 

the  polden  era  of 

in-depth  reporting.  Call  through  their  eyes,”  he  went 
it  byi  whatever  name  movie 

open?  Will  the  main  character 

you  want  —  enterprise  beinit?Willitsetascene?” 

reporting  ...  —  whatever  panelist  also  advised 

^  ^  _  listeners  that  the  story  length 

can  t  be  copied  by  itself  should  not  be  a  concern. 

Hard  Cotn’  or  squeezed  compeiiingiy,”he 

,  maintained,  “readers  will  read 

into  a  One-tninute  spot.  every  word  of  a  long  story.” 
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A  New  View  Of 
Objectivity;  Taking  A  Side 

Ethicist  says  following  the  myth  of  strict  neutrality  does  readers  a  disservice 


JOURNALISM  IS  BEING  shaped  by  new  forces 
that  are  making  the  shibboleth  of  objective 
reporting  a  dinosaur,  but  many  news  organiza¬ 
tions  still  cling  to  old  ways  that  distort  the 
news  and  shortchange  readers,  an  ethicist  told  a 
group  of  ombudsmen  in  San  Diego. 

In  her  speech,  “The  Death  of  Objective 
Reporting,”  Deni  Elliott,  professor  of  ethics  and 
director  of  the  Practical  Ethics  Center  at  the 
University  of  Montana,  said  journalists  today  are 
caught  in  a  “clash  of  paradigms”  —  the  old  style  of 
straight  objective  reporting  vs.  the  new,  which  is 
largely  driven  by  new  information  providers  such 
as  the  Internet,  cable,  C-Span  and  Matt  Drudge, 
who  don’t  follow  the  old  rules  and  have  unlimited 
news  holes. 

OBJECTIVITY  =  POWERLESSNESS 

An  objective  press  in  today’s  complex  world  “is 
a  powerless  press,  used  and  exploited  by  powerful 
sources,”  Elliott  contended.  “Instead  of  objectivity, 
which  forces  reporters  to  be  the  mouthpieces  of 
the  powerfi.'!,  citizens  need  journalistic  perspec¬ 
tive.  If  the  job  of  journalists  is  to  tell  us  what  we 
need  to  know  for  self-governance,  then  some  of 
what  we  need  to  know  is  who  is  trying  to  manip¬ 
ulate  the  journalists,  how  are  they  trying  to  do  it 
and  why.”  Under  the  new  paradigm,  she  said,  jour¬ 
nalism  should  be  an  objective  conduit  but  serve  in 
an  “active  role  brimming  with  professional  per¬ 
spective” 

Speaking  at  the  Organization  of  News 
Ombudsmen  last  month,  Elliott,  former  TV  news- 
woman  and  ethics  and  reporting  coach  at  the 
Philadelphia  Inquirer  and  Louisville,  Ky.,  Courier- 
Journal,  traced  the  old  paradigm  —  straight  objec¬ 
tive  reporting  —  from  World  War  11,  when  good 
and  evil  were  clearly  defined  for  Americans, 
through  the  McCarthy  era  in  the  1950s  when  the 
late  Sen.  Joseph  McCarthy  spouted  charges,  usual¬ 
ly  reported  by  the  press  without  challenge,  of 
communists  in  government. 

Watergate,  she  noted,  marked  the  beginning  of 
the  new  paradigm,  as  Bob  Woodward  and  Carl 
Bernstein  of  the  Washington  Post  uncovered  the 
conspiracy  by  sidestepping  official  sources  and 
using  underground  methtxls  to  obtain  informa¬ 
tion.  The  two  helped  destroy  “the  notion  that  the 
job  of  the  journalist  is  to  report  rather  than  create 
the  news,”  Elliott  said.  “Well,  the  sad  truth  is  that 
news  has  never  existed  like  a  wildflower  in  the 
meadow,  waiting  for  someone  to  come  along  and 
discover  it.” 


DISMISSING  NEWS  AS  WILDFLOWER 

Despite  Watergate,  the  idea  of  unexplained 
objective  reporting  is  still  ver>’  much  in  vogue 
with  the  stress  being  on  stories  having  only  two 
sides  and  gtxid  guy/bad  guy  dimensions,  Elliott 
went  on. 

“Anything  more  complicated  than  an  earth¬ 
quake  is  going  to  be  a  story  with  many  sides,”  she 
said.  “Journalists  must  choose  among  the  many 
sides  to  provide  focus  to  their  stories.  But  when 
they  choose  only  two  —  giving  an  either/or  per¬ 
spective  —  they  lose  the  story.” 

Such  failure,  Elliott  claimed,  was  demonstrated 
in  the  coverage  of  President  Clinton’s  health-care 
initiatives  during  his  first  term.  Journalists,  she 
said,  oversimplified  the  issue  by  reporting  it  only 
in  terms  of  a  choice  between  national  health  care 
or  fee-for-service. 

TAKING  SIDES 

“This  either/or  situation  left  millions  of 
Americans  and  health-care  providers  unprepared 
for  the  managed  care  system  that  we  now  have 
and  that  already  was  evolving  at  the  time,”  she 
pointed  out.  “Now  we  don’t  have  either  of  the 
either/or  that  journalists  told  us  about.” 

More  recently,  Elliott  asserted,  the  Washington 
Post  “intentionally  lied”  to  readers  in  reporting  on 
President  Clinton’s  deposition  in  the  Paula  Jones 
case.  The  Post,  she  recalled,  published  a  leaked 
transcript  of  the  deposition  and  denials  by 
Clinton’s  or  Jones’  attorneys  that  they  had  released 
the  document. 


“Instead  of 
objectivity,  which 
forces  reporters  to 
be  the  mouthpieces 
of  the  powerful, 
citizens  need 
journalistic 
perspective." 

—  Deni  Elliott 
ethicist  and  former 
newspaper 
journalist 
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“The  quotes  printed  were 
probably  accurate  presenta¬ 
tions  of  those  named 
sources’  denials,  but  logically, 
at  least,  one  of  them  was 
false.”  Supporters  of  Clinton, 
Jones  or  special  prosecutor 
Kenneth  Starr  "were  indeed 
responsible  for  the  leaked 
information.  And  the 
Washington  Post  knows 
who.” 


DISCOMFORT  LEVEL 

If  a  statement  known  to  be 
false  is  worth  publication, 
the  speaker  said,  news  orga¬ 
nizations  should  help  read¬ 
ers  understand  that  some  statements  should  not 
be  believed.  Elliott  said  the  Post's  stance  in  the 
case  of  the  deposition  reflected  the  old  paradigm 
of  straight,  objective  reporting. “If  the  thought  of  a 
new  structure  for  news  reporting  is  a  little  uncom¬ 
fortable,”  she  said,  “let  me  say  that  none  of  the 
notions  that  we  hold  dear  from  the  old  paradigm: 
objectivity,  external  news,  twosided  reporting,  or 
named  sourcing  developed  out  of  some  funda¬ 
mental  ethical  principle.” 

The  news  media,  Elliott  continued,  also  failed 
their  audiences  in  reporting  the  dramatic  story  last 
month  of  the  man  who  stopped  his  truck  at  the 
intersection  of  two  Los  Angeles  freeways  and 
killed  himself  with  a  shotgun  after  lighting  the 
truck  on  fire  and  burning  himself.  The  man 
blocked  the  freeways  at  rush  hour  to  get  the  atten¬ 
tion  of  TV  cameras  and  air  his  gripe  against  HMOs, 


“People  hi  LA.  needed  to 
knoiv  that  the  freeways 
were  blocked,  and  people 
everywhere  need  to 
know  about  the  human 
tragedies  caused  by 
our  nation’s  lack  of  a 
health-care  policy. 

The  first  story  could 
have  been  told  in  a 
15-second  bullet i 1 1.” 


she  said. 

“The  death  of  Mr.  Daniel 
Jones  was  not  news,”  Elliott 
maintained.  “The  visual 
telling  of  his  last  hour  was 
not  information  that  people 
needed  to  have  for  self-gov¬ 
ernance.  People  in  L.A.  need¬ 
ed  to  know  that  the  freeways 
were  blocked,  and  people 
everywhere  need  to  know 
about  the  human  tragedies 
caused  by  our  nation’s  lack 
of  a  health-care  policy.  The 
first  story  could  have  been 
told  in  a  15-second  bulletin.” 
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SEARCH  FOR  MARKETS 

Elliott  said  such  lapses  are  to  be  expected 
because  old  methods  of  reporting  are  deeply 
ingrained.  But  she  predicted  that  the  media’s 
search  for  specialized  markets  “points  the  way  for 
the  development  of  new  understandings  of  what  it 
means  for  journalists  to  act  ethically  in  fulfilling 
their  social  function. The  days  of ‘he  said/she  said’ 
reporting  are  over  —  and  not  a  minute  too  soon. 
Because  news  is  now  a  24-hour  all-the-news-all-the- 
time  cycle,  a  news  story  has  become  a  never-end¬ 
ing  story  with  pieces  added  bit  by  bit  and  created 
by  a  wide  variety  of  news  organizations.” 

Ombudsmen  also  heard  from  Karin  Winner,  edi¬ 
tor  of  the  San  Diego  Union-Tribune,  who  called 
them  “mouthpieces  for  credibility,  arbiters  of  fair¬ 
ness  and  good  taste,  and  judges  of  what’s  right  and 
wrong.”  Ombudsmen,  she  added,  play  a  major  role 
in  convincing  readers  that  newspapers  are  essential 
to  a  free  society. 

Noting  that  the  Union- 
Tribune  was  one  of  the  first 
newspapers  to  have  an 
ombudsman.  Winner  said  it  is 
important  that  editors  and 
ombudsmen  support  each 
other  to  maintain  “the  vital 
link  between  us  and  our  con¬ 
stituents.  You  provide  the 
proper  measure  of  construc¬ 
tive  criticism  and  conscious¬ 
ness-raising  but  also  diligently 
defend  our  First  Amendment 
rights  when  freedom  is  under 
constant  attack,  often  unfortu¬ 
nately,  because  we’ve  abused 
it.” 


The  shortest  distance  between  a  journalist  and  a  source. 


Email  profnet@profnet.com 
URL  www.profnet.com 


Phone  1-800-PR0FNET 
Fax  516-689-1425 


ProfNet 
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DiamondSetter  delivers  the  speed  you  need  -  up  to  200  singl 
page  plates  per  hour  -  and  the  quality  you  demand.  Plus,  precise  registration  repeatability  to  +.001 "... 
for  the  most  advanced  plate  production  possible.  DiamondSetter. 

More  power  to  drive  your  plateroom! 


D  ^  ni  I!  - 

1-800-325-3310 


Diamoi^Setter 

LASER  PLATESETTER 


See  Us  At  NEXPO  Booth  1601 


WESTERN  LITHOTECH' 


A  MITSUBISHI  CHEMICAL  COMPANY 


Springfield  Manufacturing  FaciMy 


3433  Tree  Court  Industrial  Blvd.  •  St.  Louis,  MO  63122 
(314)  225-5031  •  Fax:  (314)  825-4681 
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Envirecycle  Buys 
The  Ink  Co.  *s  MRS 


Goss  joins  WAN’s  READY  Project 


benchmarking  initiatives.  At  the  same 
time,  it  will  promote  closer  contact 
between  the  industry  and  its  suppli¬ 
ers. 

Created  last  year,  the  four-year 
READY  project  already  has  led  to  the 
creation  of  a  research  center  at  the 
WAN  secretariat  in  Paris,  a  newspaper 
industry  “best  practices”  database  and 
other  projects. 

Other  READY  partners  are 
Cepiprint,  the  association  represent¬ 
ing  the  newsprint  and  magazine 
papers  sector  within  the 
Confederation  of  European  Paper 
Industries,  and  PubliGroupe,  the  inter¬ 
national  advertising  and  promotion 
organization  based  in  Switzerland. 

Formerly  known  as  the 
International  Federation  of 
Newspaper  Publishers  (and  still  often 
referred  to  by  the  initials  of  its  name 
in  French,  FIEJYWAN  today  represents 
55  newspaper  publisher  associations 
in  52  countries,  individual  newspaper 
executives  in  90  countries  and  17 
national  and  international  news  agen¬ 
cies,  as  well  as  seven  affiliated  region¬ 
al  press  organizations  that  represent 
more  than  15,0(X)  publications  world¬ 
wide. 


The  ink  COMPANY’S  Mobile 
Reclamation  System  Division  was 
acquired  by  Envirecycle  Ink  Recovery 
Ltd.,  Bloomington,  Minn. 

George  Tholke,  president  of  The  Ink 
Co.,  Sacramento,  said  the  agreement 
with  Envirecycle  will  allow  MRS  to 
grow  and  will  create  a  company  with 
the  “broadest  possible  array  of  services 
to  all  types  of  printers.” 

Envirecycle  will  operate  an  MRS  unit 
on  the  West  Coast  and  another  on  the 
East  Coast.  Terms  of  the  acquisition 
were  not  disclosed. 

MRS  is  a  trailer-based  unit  that  uses  a 
centrifuge  and  filtration  system  to 
reclaim  waste  offset  ink  on  site.  Each 
trailer  can  reclaim  daily  more  than 
3,000  pounds  of  waste  ink,  which, 
according  to  The  Ink  Co., “can  be  mod¬ 
ified  for  direct  use  on  press  without 
the  addition  of  virgin  ink.” 


GOSS  GRAPHIC  SYSTEMS, 
Westmont,  Ill.,  announced  its 
strategic  business  partnership  with 
the  World  Association  of  Newspapers’ 
READY  project  for  the  year  2000  — 
which  is  committed  to  ensuring  the 
future  prosperity  of  newspapers 
worldwide. 

As  exclusive  press-manufacturing 
sponsor,  Goss  said  it  will  make  “a  sig¬ 
nificant  investment  in  the  project, 
enabling  WAN  to  broaden  initiatives 
to  help  newspapers  improve  their 
competitiveness,  management,  and 
products.” 

Calling  the  partnership  an  “impor¬ 
tant  catalyst  for  fostering  new  and 
creative  approaches  for  newspaper 
publishing  in  the  next  century,”  Goss 
CEO  Robert  Kuhn  pointed  to  “excit¬ 
ing  press  technologies  on  the  imme¬ 
diate  horizon”  that  bode  well  for  the 
newspaper  and  its  integration  with 
electronic  media. 

Acknowledging  Goss’  contribution 
to  the  project  during  WAN’s  5 1  st 
World  Newspaper  Congress,  in 
Kobe,  Japan,  WAN  director  general 
Timothy  Balding,  said  that  in  the 
next  two  years,  READY  will  launch 
management  training  and  operational 


Harland  Simon's 
U.S.  Offices 


PRESS  CONTROL  SYSTEMS  supplier 
Harland  Simon  Ltd.,  Milton  Keynes, 
U.K.,  has  opened  a  U.S.  office  for  sales, 
administration  and  technical  support. 
Core  staffers  Peter  Samuel,  Doug  Mace 
and  Mark  Hainsworth  offer  experience 
in  the  electrical  controls,  computer 
and  newspaper  industries. 

In  the  Chicago  suburb  of  Oak 
Brook,  Ill.  (630/572-7653),  HS 
Technology  Inc.  initially  will  support 
the  Chicago  Sim-Titnes'  order  for 
Prima  press  controls  and  management 
systems  package  for  the  new  Goss 
presses  that  will  go  into  a  production 
center  now  being  built. 


UC1-1=U1CI=T 
VCU1=U1=  YOU  ACl  U/^LLY 


Goss  Opens  Latin 
American  Center 


Goss  GRAPHIC  SYSTEMS, 

Westmont,  Ill.,  opened  its  expand¬ 
ed  Latin  American  Operations  Center 
in  Miami  this  month. 

Almost  triple  the  size  of  the  Coral 
Gables  office  it  replaces,  the  office 
houses  Latin  American  field  service 
and  parts  support  operations  and  re¬ 
gional  sales  and  finance  administra¬ 
tion. 


Net  Gain 
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Heidelberg 
Mexico  Opens 

By  agreement  with  its  Mexican 
sales  partner,  Dutch  company  KNP 
BT,  Heidelberger  Dnickmaschinen  AG 
extended  sales,  service  and  support  op¬ 
erations  by  forming  Heidelberg  Mexico. 

KNP  BT  also  is  relinquishing  its  role 
as  Heidelberg’s  sales  agency  in  France. 
Heidelberg  said  that  plans  call  for  KNP 
BT  “to  intensify  its  marketing  efforts”  as 
exclusive  Heidelberg  sales  agent  in  the 
Mediterranean  and  Benelux  countries. 

Indramat  Opens 
Technical  Center 

ANNESMANN  REXRGTH’S 
Indramat  division  opened  a  new 
technical  center  in  East  Granby,  Conn., 
bringing  applications  engineering,  field 
service  and  sales  representatives  closer 
to  customers  in  the  Northeast. 


GATF's  Text  On 
Litho 

The  graphic  arts  Technical 
Foundation  has  published 
Fundamentals  of  Lithographic 
Printing:  Volume  I  Mechanics  of 
Printing,  a  384-page  technical  text 
with  190  illustrations  on  the  principles 
of  lithographic  printing. 

Following  an  overview  of  press 
operations  are  chapters  devoted  to 
cylinders,  blankets,  plates,  rollers  and 
inking  and  dampening  systems.  Mostly 
limited  to  single-color  sheetfed  print¬ 
ing  to  teach  the  basics,  the  book  also 
contains  chapters  discussing  the 
unique  features  of  web  printing  and 
such  nontraditional  forms  as  emulsion 
and  waterless  printing.  A  glossary'  and 
index  are  included. 

Author  John  MacPhee  is  an  engineer 
with  more  than  45  years’  experience 
in  research  and  development,  the  last 
25  working  at  Baldwin  Technology, 
where  he  is  senior  scientist.  His  20- 


plus  inventions  make  use  of  over  1(X) 
patents. 

For  information  on  the  book  or  the 
second  volume  (interactions  and  con¬ 
sumables  on  multicolor  presses),  call 
GATFat  (412)  741-6860. 

Heidelberg  Builds 
Media  Academy 

EIDELBERGER  DRUCKMASCHINEN 
AG  will  break  ground  next  month 
on  a  64,500-square-foot,  12-stoiy' 
instructional  facility’  in  the  German  city 
from  which  it  takes  its  name. 

Heidelberg  Print  Media  Academy  — 
with  classrooms,  printing  labs  and  pre¬ 
press  areas  —  will  offer  continuing  edu¬ 
cation  and  training  initiatives  needed  as 
the  graphic  arts  become  more  techno¬ 
logically  sophisticated.  Basic  to 
advanced  courses  for  print  profession¬ 
als  and  Heidelberg’s  own  piersonnel 
emphasize  new  and  emerging  methods 
and  processes. 
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K&F  Printing  Systems,  International 
P.O.  Box  340 
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Vision  Punch  Bender 


Booth  #  6.209 
Oct  12-15, 1998 


Internet: 


www.k-f.com 


K&F’s  industry  standard 
Vision  integrated  Punch 
Bender  is  the  perfect  match 
for  punch-bending  piates 
made  with  CTP 
imaging  systems! 

The  Vision  Integrated  Punch  Bender 
(VI PB)  uses  vision  recognition  to 
register  plates  via,  without  having  to 
prepunch  plates  before  imaging. 


The  VIPB  fully  automates  the 
process  of  registering,  punching  and 

bending  plates  to  within  .0005”  (.01 3mm)  of  press  registration  specifications. 

Larger  production  facilities  can  benefit  from  the  speed  of  the  VIPB  Model  1 , 
which  is  capable  of  producing  up  to  360  plates  per  hour.  More  budget  con¬ 
scious  users  can  use  the  VIPB  Model  2,  capable  of  producing  up  to  240  plates 
per  hour 

K&F  offers  high-quality  plateroom  solutions,  including  Film  Punches,  Exposure 
units,  Plate  Processors,  Plate  Punches,  Benders  and  Plate  handling  systems. 
Visit  our  booth  (#1 647)  to  find  out  more  about  how  we  can  help  improve  your 
production. 


June  20, 1998 


http://www.mediainfo.com 


Editor  &  Pi  BUSH ER  69 


I 


Online  ^Ui^ifieds  ...“on  the  line”?  You  decide. 


Which  of  these  statements 
best  describe  your  newspaper: 


1.  We  have  a  bear  lock  on  our  community’s  classified 
advertising  market. 


2.  There  are  no  threats  to  my  classifieds  revenue. 


3.  "My  subscribers  are  loyal.  When  they’re  shopping  for 
a  new  home,  car,  or  job,  they  don’t  even  think 
about  looking  anyplace  other  than  our  classifieds. 

4.  Competition?  What  competition?  We’re  a  one 
newspaper  town! 

Maybe  some  or  even  most  of  this  was  true  ten  years  ago. 
But  the  “Times”  have  changed.  So  have  the  Herald,  Post, 
News,  Courier,  Journal,  Express,  etc.  and  where  you’ll  find 
them;  wvw.times.com,  wvw.herald.com,  wvw.post.com.... 

And  as  goes  the  news,  so  goes  the  classifieds. 

If  your  classifieds  aren't  online  now,  chances  are  they  will 
be  by  this  time  next  year.  Are  you  ready?  Do  you  know  and 
understand  all  there  is  about  this  evolutionary  and  revolu¬ 
tionary  new  medium?  Online  classifieds  have  raised  all  sorts 
of  issues  about  branding,  alliances,  technology  platforms, 
pricing,  staffing,  and  competition  from  many  new,  non¬ 
newspaper  sources.  Issues  the  experts  will  be  tackling  at 
this  conference. 


Change  and  growth  have  been  rapid  for  this  phenomenon 
we  call  Online  Classifieds.  Take  a  look  at  the  numbers-. 

73%  of  U.S.  daily  and  non-daily  newspapers 
offer  online  classifieds. 

$1  -  $1.5  billion  in  advertising  dollars  will  be 
spent  online  during  1998. 

$35  -  $57  billion  will  be  spent  by  the  year  2000. 

$10  billion  worth  of  more  than  365  million 
e-commerce  transactions  occured  in  1997 


CAN  YOU  RISK  NOT  BEING  HERE? 


Things  to  do  before  your  Summer  Vacation:  Register  Today! 

The  Editor  &  Publisher  Online  Classifieds  Industry  Symposium,  October  5-7  at  The  Adam’s  Mark 
Hotel,  St.  Louis,  MO.  Register  before  July  31st  and  take  advantage  of  our  early  Summer  rate  of  just 
$695,  a  savings  of  over  $150!  For  further  information  or  to  register  online,  visit  our  Web  site  -- 
vww.mediainfo.com  -  or  call  212-675-4380,  x314. 


Corporate  Sponsor 


-  _ T.' 


TECHNOLOGY 


BY  MARK  FITZGERALD 


Tribune  Co.  Replacing 
Mainframe  Business  System 

$20  million  project  at  Chicago  HQ  replaces  15-year-old  system,  creates  business  base  for  nation¬ 
wide  operations,  and  should  be  running  in  2000  and  linking  everybody  on  an  intranet 


WITH  THE  FINANCIAL  and  human 
resources  operations  of  its  far- 
flung  media  and  entertainment 
units  now  almost  entirely  central¬ 
ized  at  its  Chicago  headquarters, Tribune  Co.  is 
embarking  on  a  $20  million  project  to  convert  its 
business  systems  from  a  1 5-year-old  mainframe  to 
a  cTient-.server  system. 

Project  XXI,  as  Tribune  has  dubbed  it,  ultimate¬ 
ly  will  control  all  payroll,  benefits,  purchasing, 
financial  reporting,  accounts  payable,  general 
ledger  and  human  resources  information.  At  some 
point  in  2000,  employees  of  such  Tribune  units  as 
the  Orlando  Sentinel  in  Florida,  WPIX-TV  in  New 
York  and  the  Chicago  Cubs  will  have  self-service 


access  to  their  payroll  and  benefit  information 
through  a  company  intranet. 

For  now,  though,Tribune  is  concentrating  on 
converting  payroll  and  benefits,  says  Bill 
Capodanno,Tribune  Broadcasting  controller  and 
director/financial  systems  for  the  corporate 
finance  department. 

Capodanno,  who  heads  Project  XXI,  said  recent 
changes  in  wage  and  labor  regulations  made  mov¬ 
ing  payroll  and  benefit  functions  from  the  main¬ 
frame  a  natural  priority. 

“We’ve  been  on  the  same  system  for  the  last  15 
years,”  Capodanno  said.  “It’s  very  inflexible  in  a  lot 
of  ways  and  while  it  is  not  broke,  we  know  it  is 
going  to  sunset  at  some  point  in  time.  And  so  with 
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K&F  Printing  Systems,  International 
P.O.  Box  340 
12633  Industrial  Drive 
Granger,  IN  46530 
Telephone:  1-800-348-5070 
Fax:  219-277-6566 

K&F  Graphics  (Europe)  LTD. 

164  Waikden  Rd 
Waikden,  Manchester 
M28  5  DP  England 
Telephone:  (44)  161-790-6132 
Fax:  (44)  161-703-8790 

Internet:  www.k-f.com 


The  NEW  Laser  Ex¬ 
press  CTP  from 
K&F  Printing  Systems 
provides  unparaiieiled 
productivity  and 
versatility! 

Features  include: 

•  Flexible  Plate  flow 

•  Flat  Bed  Imaging 

•  Interleaf  removal 

•  Resolutions  of  1 01 6, 

1270, 2540  dpi 

•  Image  sizes  up  to  24  x  34 
inches  (610  x  864  mm) 

•  Single  and  Doublewide 
plates 

•  High  capacity  plate 
cassette 

•  High  speed  operation  (up 
to  200  pph  @1016  dpi) 


K&F  offers  high-quality  plateroom 
solutions,  including  Exposure  units, 
Film  Punches,  Plate  Punches, 
Benders  and  Plate  handling  systems. 
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the  wage  and  labor  law  ehanges  and  the  issues  of 
how  you  treat  these  humongous  baseball  salaries 
and  so  forth,  we  decided  to  implement  the  pay¬ 
roll  modules  a  lot  sooner  than  HR  or  financial.” 

Project  XXI  considered  presentations  from  a 
number  of  client-serv'er  software  vendors,  includ¬ 
ing  Oracle  and  Lawson.  With  Anderson  Consulting 
as  advisers,Tribune  chose  Pleasanton,  Calif. -based 
PeopIeSoft,  the  business  systems  software  compa¬ 
ny  with  such  newspaper  customers  as  the 
Washington  Post  Co.  and  McClatchy  Newspapers. 


In  1 989,  PeopIeSoft,  which  last  year  had  rev¬ 
enues  of  $815  million,  was  the  first  vendor  to 
develop  and  deliver  a  client-server  human 
resource  management  system.  “PeopIeSoft  is  very 
aggressive  on  upgrades,  which  is  important  to  us, 
because  we  want  to  stay  as  plain  vanilla  as  possi¬ 
ble.  . .  .We  are  making  only  minor  modifications” 
to  the  PeopIeSoft  suite,  Capodanno  said. 

Tribune  aims  to  implement  the  payroll  module 
by  the  first  payroll  period  of  1999,  so  they  will 
not  have  to  issue  W-2  tax  forms  from  two  systems. 


DYC/KinyoOeliwrs  j 
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HR  and  financial  modules 
will  roll  out  according  to 
business  units,  with  recently 
purchased  and  smaller  high- 
tech  units  likely  to  be  first. 

“We’re  targeting  the  busi¬ 
ness  units  that  are  already 
operating  on  a  PC  basis  . . . 
for  the  third  quarter  of 
1999,  with  units  like  the 
Chicago  Tribune  coming  on 
some  time  in  the  year  2000. 
That  gives  us  a  chance  to 
test  the  transition,” 
Capodanno  said. 

One  big  advantage 
Tribune  has  in  implement¬ 
ing  the  new  system, 
Capodanno  says,  is  that  the 
company  already  has  gone 
through  the  ordeal  of  cen¬ 
tralizing  business  functions. 
In  contrast  to  other  newspa¬ 
per  companies,  which  often 
try  to  centralize  systems 
and  departments  at  the 
same  time,  payroll  and  bene¬ 
fits  for  all  Tribune  units  are 
virtually  100%  centralized  in 
Chicago.  Even  HR  functions 
are  largely  performed  from 
the  Windy  City,  with  the 
exception  of  some  recruit¬ 
ing. 

Implementing  the  new 
system  is  a  team  of  45  em¬ 
ployees  drawn  from  both 
technical  and  business  depart¬ 
ments.  In  addition  to  Capo¬ 
danno,  the  management 
team  consists  of  Barbara 
Harmon,  manager  of  plan¬ 
ning  and  development  for 
Human  Resource  Information 
Systems,  who  will  be  re¬ 
sponsible  for  HR  and  payroll 
implementation;  and  Kathy 
Ameche,  director  of  systems 
development  for  Tribune 
Information  Systems,  who 
will  be  responsible  for  tech¬ 
nical  implementation. 
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Investigating  Religion: 
‘A  Cultural  Minefield’ 

Veteran  religion  reporters  offer  tips  on  probing  controversial  religious  groups 


INVESTIGATING  RELIGIOUS  groups 
is  one  of  of  the  most  difficult  and 
emotionally  trip-wired  tasks  a 
newspaper  can  undertake,  accord¬ 
ing  to  the  national  projects  editor  of  the 
New  York  Times. 

Speaking  at  the  Investigative 
Reporters  &  Editors  conference  in  New 
Orleans,  Doug  Frantz  said  serious 
reporting  on  controversial  religious 
organizations  involves  “stepping  into  a 
cultural  minefield.” 

“Merely  asking  questions  will  offend 
the  people  you  are  investigating 
because,  at  heart,  you  are  challenging 
something  they  hold  dear  to  them,” 
Frantz  said. 

SACRED  COWS  AND  BIG  MONEY 

Frantz,  who  has  written  extensively 
about  Scientology,  said  investigations  of 
religious  groups  inherently  deal  with 
sacred  cows  —  and  often  huge  amounts 
of  money  as  well.  The  sacred  cow  syn¬ 
drome  is  what  often  allows  “the 
unscrupulous  to  pocket  the  money  of 
the  faithful,”  he  said. 

Still,  such  projects  involve  standard 
procedures:  Are  records  available,  will 
sources  talk,  can  accusations  be  corrob¬ 
orated,  will  the  subject  pressure  people 
to  remain  silent?  But  in  religion,  it’s 
important  for  reporters  to  do  their 
homework:  research  enough  to  absorb 
a  working  knowledge  of  the  faith  or 
organization,  Frantz  counseled. 

i 

NO  FOI  LAWS  IN  CHURCH 

“It’s  not  like  county  government  or 
the  Pentagon  or  your  local  congress¬ 
man,”  he  said.  “It’s  more  arcane.  It’s  like¬ 
ly  to  be  more  secretive  and  there  are  no 
freedom  of  information  laws  when  it 
comes  to  religions.” 

After  gathering  facts,  reading  scrip¬ 
tures,  and  “quietly”  attending  services, 
religion  reporters  typically  seek  inter¬ 
views  with  church  leaders. 

“There  are  certainly  cases  where  you 
can’t  do  this,  but  I  honestly  wish  that  I 
had  understood  Scientology  better 
when  I  wrote  the  first  story,”  he  related. 
“By  the  time  I’d  spent  a  year  on  the  sub¬ 


ject  ...  I  was  just  a  lot  smarter  about 
every'  aspect  of  it.” 

When  investigating  religions,  expect 
hostility,  Frantz  said. “Nobody  likes  their 
religious  beliefs  and  practices  ques¬ 
tioned.” 

At  his  first  interview  with 
Scientology  leaders,  Frantz  said  he  faced 
six  lawy'ers,  three  top  church  officials 
and  a  stenographer.  'They  spent  the  first 
45  minutes  attacking  me,”  he  said. 
“Needless  to  say,  it  got  off  on  the  wrong 
foot.” 

As  nonprofit  institutions,  religious 
groups  don’t  have  to  file  public  tax 
forms,  but  their  affiliates  do,  resulting  in 
voluminous  public  material. 

One  pitfall;  Stories  probing  religion 


may  shock  readers’  sensibilities,  and 
turn  them  off.  To  soften  the  effect,  he 
suggested  highlighting  activities  that 
are  “starkly  unreligious  —  that  demon¬ 
strate  ways  in  which  this  organization  is 
diverging  from  the  accepted  norms  of 
behavior  for  religious  organizations  and 
people  of  piety.” 

HEALTHY  SKEPTICISM 

Fellow  panelist  Mike  Wilson,  of  the 
St.  Petersburg  Times,  said,  “It’s  impor¬ 
tant  to  be  skeptical  but  assume  noth¬ 
ing.”  When  church  officials  won’t  talk, 
find  former  church  members,  who 
often  know  a  lot. 

“Always  be  prepared  to  deal  with 
thin-skinned  people ,”  he  cautioned .  ■ 
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BY  IAN  E.  ANDERSON 


Dirks,  Van  Essen  &  Associates 


BILL  MOSS,  43, 

managing  editor 
at  the  Roanoke 
Rapids,  N.C., 
Daily  Herald,  has 
been  named  man¬ 
aging  editor  at 
the  Henderson¬ 
ville,  N.C.,  Times- 
Neu's. 


W.  FRANK 
GENNARELLI, 

62,  circulation 
director  at  the 
Haverhill  (Mass.) 

Gazette,  has  been 
promoted  to  pub¬ 
lisher  as  the 
Eagle-Tribune 
Publishing  Co., 

North  Andover,  Mass.,  completed  its 
purchase  of  the  newspaper  from 
Pulitzer  (T)mmunit}'  Newspapers  Inc 
St.  Louis. 

The  Gazette  is  now  locally  owned 
for  the  first  time  in  23  years. 


MARK  THOMAS 


KAREN  GOUN 


JOHN  WELLS 


RICHARD  BEENE 


JOHN  WELLS,  4 1 ,  director  of  sales 
and  marketing,  becomes  vice  president 
in  charge  of  sales  and  strategic  initia¬ 
tives. 


DENNIS  M.  NORRIS,  39,  develop¬ 
ment  director  for  a  suburban  school 
district  and  manager  of  a  nonprofit 
education  foundation,  has  been 
appointed  executive  director  of  the 
Society  of  Professional  Journalists. 


MARK  THOMAS,  39,  vice  president 
of  circulation  at  Journal  Sentinel  Inc., 
publisher  of  the  Milwaukee  Journal 
Sentinel,  has  been  promoted  to  senior 
vice  president. 


RICHARD  BEENE,  46,  executive  edi¬ 
tor  at  the  Bakersfield  Californian,  has 
been  named  president  and  CEO. 

He  succeeds  MICHAEL  J.  FISCH, 
46,  who  was  recently  named  president 
of  the  Hawaii  Newspaper  Association. 

MIICE  JENNER,  43,  director  of 
interactive  media  and  former  managing 
editor,  was  appointed  executive  editor. 


SUSAN  WELLS,  assistant  managing 
editor  for  business  at  the  Atlanta 
Journal  and  Constitution,\\3s,  been 
elected  president  of  the  Society  of 
American  Business  Editors  and  Writers. 

Other  officers  elected  include: 
CHARLEY  BLAINE,  editor  of  Better 
Homes  &  Gardens’  Family  Money  — 
vice  president;  BYRON  CALAME, 
deputy  managing  editor  at  the  Wall 
Street  Journal  —  treasurer;  and  BILL 
BARNHART,  financial  markets  colum¬ 
nist  at  the  Chicago  Tribune  —  secretary'. 


KAREN  GOLIN,  marketing  manager 
at  the  Harrisburg,  Pa.,  Patriot-News,  has 
been  named  director  of  automotive 
advertising  at  Mid-Atlantic  Newspaper 
Services  Inc.,  Harrisburg. 


VICKIE  KILGORE,  47,  managing  edi¬ 
tor  at  the  Fort  Myers,  News-Press, 
has  been  named  executive  editor  at 
the  Olympian,  Olympia.  Wash. 

She  succeeds  LEN  BRVZZESE, 
who  has  been  appointed  deputy  direc¬ 
tor  of  the  Columbia,  Mo.-based 
Investigative  Reporters  and  Editors. 


Thomson  County-Wide  Directories 

has  sold 

Telephone  Directories 

In  Miami,  Shelby,  Preble,  Greene,  Butler,  and  Warren  Counties,  Ohio 


TOM  GRISCOM,  48,  a  former 'White 
House  communications  director  and 
tobacco  executive,  has  been  appointed 
to  the  newly  created  position  of  man¬ 
aging  editor  at  the  Chattanooga 
(Tenn.)  Free  Press. 


M.  EILEEN  BROWN,  42,  editor  of  the 
Chicago  Sun-Times'  Sunday  Showcase 
section,  has  been  named  editor  at  the 
Gary,  Ind.,  Post-Tribune. 


One  Source  Phone  Guides 

Dayton,  Ohio 

We  are  proud  to  have  represented 
Thomson  Corporation  in  this  transaction, 


JAMES  D.  KENNEDY,  47,  advertising 
director  at  the  Delta  Democrat  Times 
of  Greenville,  Miss.,  has  been  appointed 
publisher  at  the  Kansas  City  Kansan. 
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M.L.  SCHULTZE,  special  projects  edi¬ 
tor  at  the  Canton,  Ohio,  Repository,  has 
been  promoted  to  managing  editor. 
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OBITUARIES 


Shirley  Povich,  Hall  Of  Fame 
Sportswriter,  92 


SHIRLEY  POVICH,  92,  whose  bit¬ 
ing  columns  set  a  standard  for  sports- 
writing  in  a  career  that  spanned 
more  than  75  years  at  the 
Washington  Post,  died  of  a  heart 
attack  June  4  in  Washington. 

Povich,  a  member  of  the  writers 
wing  of  the  Baseball  Hall  of  Fame  and 
the  father  of  TV  personality  Maury 
Povich,  became  the  youngest  sports 
editor  in  the  country'  in  1926  at  age  20 
and  wrote  more  than  1 5,000  columns, 
including  an  additional  50  a  year  after 
his  “retirement”  in  1973.  His  last  col¬ 
umn  ran  the  day  after  his  death. 

“I  retired,  and  I’ve  been  behind  in 
my  work  ever  since,”  Povich  told  the 


Associated  Press  as  he  marked  his 
75th  anniversary  with  the  Post  in 
1997.  “All  I  can  say  is  that,  for  me,  it’s 
been  a  joy  ride.  1  really  have  been 
blessed.” 

He  never  pulled  punches  in  his 
“This  Morning”  column,  which  ran 
six  days  a  week  from  1926  to  1974. 
He  hammered  away  at  Washington 
Redskins  owner  George  Preston 
Marshall  for  keeping  an  all-white  ros¬ 
ter  after  the  rest  of  the  NFL  had  inte¬ 
grated. 

Povich ’s  career  at  the  Post  was 
interrupted  only'  by  a  stint  as  a  war 
correspondent  with  the  Marines  in 
the  Pacific  during  World  War  II. 


PETER  ANDERSON,  63,  retired  edi¬ 
tor,  feature  writer  and  columnist  at  the 
Boston  Globe,  died  of  melanoma 
June  2  in  Salem,  S.C. 

EMMA  BERTHA  WITTGEN 
BURLEIGH,  100,  mother  of  William  R. 
Burleigh,  president  and  CEO  of  the  E.W 
Scripps  Co.,  died  May  30  in  Cincinnati. 

JAMES  S.  EVANS,  77,  retired  presi¬ 
dent  and  CEO  of  Media  General  Inc., 
died  May  19  in  Richmond,  Va. 

BRYANNA  LATOOF  GREEN,  39,  a 

journalist  honored  by  the  St. 

Petersburg  (Fla.)  Times  with  a  scholar¬ 
ship  in  her  name,  died  of  breast  cancer 
May  23  at  her  home  in  Houma,  La. 

She  had  been  on  leave  from  the 
Times  since  her  cancer  was  diagnosed 
in  1995,  while  she  was  pregnant  with 
her  second  child. 

JOSEPH  HARSCH,  93,  who  had  a 
knack  for  witnessing  history  during  59 
years  with  the  Christian  Science 
Monitor,  Boston,  died  June  3  in 
Jamestown,  R.I. 

Harsch  was  a  correspondent  in 
Washington  during  the  Great 
Depression  and  then  went  abroad  to 
cover  World  War  II  from  Rome  and 
Berlin.  After  the  war,  he  became  a 
columnist  and  the  newspaper’s  chief 
editorial  writer. 

TIMOTHY  HOGAN,  36,  publisher  at 
the  Taunton  (Mass.)  Daily  Gazette, 
died  of  carbon  monoxide  poisoning  in 
an  apparent  suicide  in  Taunton. 

Hogan’s  body  was  found  in  his  pick¬ 
up  truck  May  14  in  a  remote  area.  He 
left  a  note  indicating  he  planned  to 
commit  suicide  because  of  severe 
depression. 

FRANK  HOLOWACH,  78,  a  retired 
journalism  professor  at  San  Diego  State 
University  and  a  copy  editor  at  the 
San  Diego  Union,  died  of  heart  failure 
May  28. 

GEORGE  VREELAND  HORTON,  92, 

who  held  numerous  top  advertising 
business  positions  coast  to  coast  dur¬ 
ing  40  years  with  Scripps  Howard 
Newspapers,  died  June  2  in  Stuart,  Fla. 

DOUGLAS  J.  HUFF,  52,  editor  and 
publisher  at  the  weekly  Fillmore 


(Calif.)  Herald,  died  May  1 3  in 
Fillmore.  He  was  suffering  from  pan¬ 
creatic  cancer. 

JOYCE  C.  INGRAM,  42,  a  deputy 
managing  editor  at  the  Virginian-Pilot, 
Norfolk,  died  June  2  in  Virginia  Beach, 
Va.,  after  a  sudden  illness. 

MARION  JOHNSON,  80,  former  head 
of  the  Atlanta  Journal  and 
Constitution  photo  department,  died 
May  30  in  Atlanta. 

JAY  JOSLYN,  74,  retired  arts  critic  for 
30  years  at  the  Milwaukee  Sentinel 
who  once  said  he  had  never  written  “a 
word  too  hard  to  be  eaten,”  died  May 
30  in  Milwaukee. 

PHILIP  MANGELSDORF,  74,  a  jour¬ 
nalism  professor  at  the  University'  of 
Arizona  and  former  correspondent  in 
pre-communist  Cuba  for  the  Associated 
Press,  died  of  cancer  May  15  in  Tucson, 
Ariz. 

JACK  MCDOWELL,  82,  a  World  War  II 
Pulitzer  Prize  winner  and  later  a 
California  political  consultant,  died 
May  9  in  Atherton,  Calif. 

He  won  his  Pulitzer  in  1944  for  the 
San  Francisco  Call  Bulletin  for  a 
series  of  stories  about  blood  donated 
in  San  Francisco.  He  accompanied  the 
shipment  of  blood,  which  included  his 
own,  destined  for  G1  casualties  in  the 
Mariana  Islands. 


JOHN  M.  McKELWAY,  72,  a  fixture 
in  the  lives  of  two  generations  of 
Washington-area  readers,  died  June  1 
in  Washington. 

He  wrote  “The  Rambler"  column  for 
the  old  Washington  Evening  Star 
from  the  late  195()s  until  the  paper 
folded  in  1981.  He  moved  his  column 
to  the  Washington  Times  a  year  later. 

McKelway  wrote  mostly  about 
everyday  life  in  the  Washington  area, 
turning  occasionally  to  national  and 
world  affairs. 

J.R.  MCKINLEY,  82,  editor  at  the  De 
Queen  (Ark.)  Bee  and  Daily  Citizen 
newspaper  for  3 1  years,  died  May  1 5 
in  De  Queen. 

JIM  Me  KINNEY,  60,  who  worked  at 
the  Shelbyville  (Ind.)  News  for  43 
years,  died  May  1 1  in  Shelbyville. 

JIM  MUHLSTEIN,  45,  a  reporter  and 
editor  at  the  Everett,  Wash. ,//er«W, 
died  May  2 1  when  he  collapsed  after  a 
softball  game. 

GEORGE  LAWSON  NORRIS,  85,  a 

former  reporter  at  the  old  Washington 
Times  Herald,  died  of  a  heart  ailment 
May  8  in  Arlington,  Va. 

ARTHUR  B.  POINIER.  87,  an  editor¬ 
ial  cartoonist  at  the  Detroit  newspa¬ 
pers  for  almost  four  decades,  died 
May  4  in  Lexington,  Ky.,  of  complica¬ 
tions  from  Alzheimer’s  disease. 
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MARKETING 
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BY  ROBERT  NEEWIRTH 


Hola,  Ciao;  N.Y.  Times 
Promotes  To  Ethnic  Readers 

Co-marketing  deals  with  El  Diario,  Oggi  target  ethnic  readers; 
discounts  on  joint  newsstand  buy,  ads  reprint  Times  story  relevant  to  audience 


The  new  YORK  Times,  the  Big  Apple’s 
staid  broadsheet  known  for  its  but¬ 
toned-down  tone,  has  embarked  on  a 
campaign  to  convince  ethnic  readers 
that  it  speaks  their  language. 

The  Times,  now  aglow  with  color  and  plump 
with  new  sections,  has  rolled  out  the  welcome 
wagon  for  foreign-language  readers  in  and  around 
New  York  with  two  recent  promotions. 

First,  the  paper  joined  with  El  Diario  La 
Prensa,  a  50,000-circulation  Spanish-language 
New  York  City  daily,  to  introduce  itself  to  Latino 
readers. Then  the  Times  unveiled  a  World  Cup 
soccer  promotion,  co-sponsored  with  America 
Oggi,  the  country’s  only  Italian-language  daily. 

Coming  in  the  future  may  be  a  campaign  to 
reach  readers  in  the  city’s  fast-growing  Chinese 
communities. 

Immigrants  “are  a  growing  force  in  our  city,” 
said  Alyse  Myers,  vice  president  for  circulation  of 
the  Times.  “They  equate  reading  the  Times  with 
climbing  the  ladder  to  success.” 

Yet,  she  noted,  the  paper  has  “really  under-mar¬ 
keted”  itself  to  ethnic  communities  in  and  around 
New  York.  “Why  not  reach  out  to  them?  We  want 
to  introduce  our  paper  to  people  who  don’t  read 
it.” 

For  instance,  she  reported,  market  research 
indicates  that  the  Times  currently  reaches  only 
17%  of  Hispanics  in  the  New  York  metropolitan 
area. 

For  the  new  campaign,  the  Times  modified  its 
overarching  slogan.  Rather  than 
telling  foreign-language 
readers  to  “Expect  the 

world,”  the  paper  urges  1  ' 

them  to  “Find  your  world  1  XhE  NEVV  •€ 


years  ago  and  a  series  on  Latin  American  baseball 
players. 

The  two  papers  also  offered  a  joint  buy  at 
selected  retailers  within  the  five  boroughs  of 
New  York  City,  offering  both  papers  at  a  com¬ 
bined  price  of  75<f. 

“The  Hispanic  community  is  a  fast-growing 
community  in  New  York  City,”  Myers  said.  “This  is 
an  important  market  for  us.” 

Myers  said  that  it  was  reporter  Mirta  Ojito’s 
emotional  return  to  her  former  home  in  Cuba, 
which  appeared  in  the  Times  in  February,  that 
sparked  the  idea  for  the  promotion. 

Ojito’s  piece  —  an  inquiry  into  emigration, 
exile  and  identity  —  was  personal  and  affecting, 
and  Myers  felt  it  would  reach  Spanish-language 
readers.  The  Times  reprinted  it  as  part  of  a  four- 
page  advertising  spread  in  El  Diario  in  April. 

“This  is  the  moment  when,  in  my  dreams,  I 
begin  to  cry,”  Ojito  wrote  in  her  piece.  “And  yet. 
I’m  strangely  calm  as  I  go  up  the  stairs  to  the 
apartment  of  my  childhood  in  Santos  Suarez,  the 
only  place  that,  after  all  these  years,  I  still  refer  to 
as  la  casa,  home.” 

Ojito  said  she  got  a  number  of  calls  when  the 
piece  appeared  in  the  advertisement.  She  said  she 
was  particularly  happy  that  Spanish-speaking 
readers  bothered  to  read  an  article  in  another  lan¬ 
guage.  “What  was  surprising  to  me  was  the  story 
ran  in  English  and  people  read  it  too,”  she  said. 

The  Times  says  it  does  not  yet  have  any  statis¬ 
tics  on  whether  the  promotion  has  increased  its 


The  El  Diario  promo-  | 

tion,  which  ran  April  21  1 

through  May  15,  was  unusu-  | 
al  because  the  Times  bought  | 
ads  in  the  Spanish-language  | 
paper  and  filled  them  with 
feature  articles  from  its 
pages.  Among  the  pieces  that 
appeared  was  a  feature  by  a 
Cuban-born  reporter  about 
her  return  to  the  Havana 
neightK)rhood  she  left  19 
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MARKETINGCIRCULATION 


readership  or  circulation  in  the 
Hispanic  community. 

With  America  Oggi,  the  Times  has 
crafted  a  different  strategy.  The  two 
papers  have  coordinated  a  World  Cup 
soccer  promotion  including  a  contest 
in  which  readers  can  win  a  free  one- 
week  vacation  in  Rome. 

To  qualify  for  the  contest,  readers 
must  collect  game  tiles,  which  appear 
three  days  a  week  in  America  Oggi 
and  two  days  a  week  in  the  Times' 
sports  section. 

Readers  who  want  to  play  “will  be 
forced  to  buy  the  Times”  said  Maria 
Pirraglia-Suriano,  advertising  manager 
for  the  65,00()-circulation  Italian-lan- 
guage  daily  that  boasts  most  of  its  read¬ 
ers  in  the  metropolitan  area. 

In  the  promotion,  which  runs  from 
June  1  to  July  10,  readers  who  buy 
papers  at  selected  newsstands  will  be 
able  to  purchase  the  two  papers  for  $  1 
—  60<t  off  the  face  price. 

Pirraglia-Suriano  said  that  her  paper 
was  “swamped”  with  complaints  from 
customers  whose  local  newsstands 
were  not  part  of  the  promotional  deal. 

The  Times  is  also  running  an  adver¬ 
tisement  in  America  Ogg/.The  Italian 
paper  said  it  hopes  to  gain  circulation 
from  association  with  the  Times.  “Ten 
percent  would  be  fine,”  Pirraglia- 
Suriano  said. 

Myers  said  the  Times  was  investigat¬ 
ing  ways  to  hook  up  with  other  for¬ 
eign-language  newspapers  around  New 
York  to  see  if  it  can  make  inroads  into 
their  communities. 

“I  want  a  lot  of  what  we  do  to  be 
rooted  in  the  community,”  Myers  said. 
“One  of  the  good  things  about  partner¬ 
ing  with  newspapers  is  that  they  know 
their  communities.” 

Myers  added  that  she  would  like  to 
continue  to  work  with  both  El  Diario 
and  America  Oggi. 

“We’re  looking  for  partnerships,”  she 
said. “We  re  looking  for  long-term  rela¬ 
tionships.” 

The  Times  has  been  running  other 
promotions  designed  to  bolster  its 
readership  in  areas  where  it  has  tradi¬ 
tionally  been  strong. 

Early  this  year,  it  offered  a  limited¬ 
time  cut-price  newsstand  buy  at  com¬ 
muter  railroad  stations  around  the  city. 
And,  in  a  recent  promotion,  it 
randomly  embedded  $3,  $6  and  $15 
subway  fare  cards  in  copies  of  the 
Times  at  newsstands  near  various  train 
lines. 

The  goal,  Myers  said,  is  to  encourage 


“One  of  the  good  things 
about  partnering  with 
newspapers  is  that 
they  know  their 
communities” 

readers  to  have  a  full-bodied  relation¬ 
ship  with  the  newspaper  and  to  give 
dedicated  readers  some  added  value. 

“Our  market  research  shows  that 
our  readers  are  very  engaged  in  a  rela¬ 
tionship  with  the  Times.  For  a  lot  of 
these  people,  the  Times  is  like  a  trust- 


Courant  Corrects 
Silence  On  Women 

A  DISCUSSION  LAST  year  between 
50  reporters  and  editors  about  the 
Hartford  Courant's  weak  coverage  of 
women  has  spawned  a  year-long  pro¬ 
ject  titled  “About  Women.”  It  started 
May  17  with  a  four-day  front-page 
series  on  women  and  communications. 

Deputy  managing  editor  Barbara 
Roessner  said  the  discussions  about 
“one  of  our  most  glaring  blind  spots” 
focused  on  questions  about  causes  of 
“such  a  notable  paucity  of  female 
images,  female  story  subjects  and 
female  sources  in  our  newspaper.” 

One  of  the  first  stories  reported  that 
a  survey  of  the  newspaper  during  three 
weeks  last  year  found  women  made  up 
27%  of  photo  subjects,  25%  of  bylines 
and  20%  of  story  sources. 

Plans  call  for  a  profile  every  other 
Monday  of  an  “ordinary  woman  with 
extraordinary'  insights”  and  for  other 
installments  to  explore  women’s  con¬ 
cerns  with  “health,  family,  sex,  safety, 
power  and  image. 

The  Courant's  Web  site  (www. 
courant.com)  began  special  coverage 
with  a  story  about  why  some  women 
fear  the  Internet  and  how  women  deal 
with  online  harassment. 

Inquirer  Set  For 
Cultural  Bash 

The  PHILADELPHIA  INQUIRER 
plans  its  annual  “Inquirer  Night  Out 
on  the  Parkway”  June  26,  providing  free 
admission  to  museums  and  cultural  insti¬ 
tutions  around  the  Benjamin  Franklin 
Parkway.  Also  planned  are  art  displays. 


ed  friend.” 

To  reward  those  “trusted  friends,” 
the  Times  now  offers  a  25%  discount 
to  subscribers  who  pay  at  least  six 
months  in  advance.  And  the  paper  has 
run  contests  that  allow  loyal  cus¬ 
tomers  to  participate  in  events  like  a 
wine  tasting  with  columnist  Frank 
Prial. 

The  Times  has  also  joined  with  the 
city’s  theater  community  to  sponsor  a 
contest  that  will  allow  readers  to  win 
free  tickets  to  Broadway  shows.  The 
paper  also  inserted  some  theater  tick¬ 
ets  into  random  papers  sold  at  com¬ 
muter  rail  stations. 


theatrical  performances,  children’s 
activities,  street  performers  and  music. 

Globe  And  Mail 
Goes  Color 

The  globe  and  Mail,  Canada’s 
Toronto-based  national  newspaper, 
plans  sweeping  design  changes  and  a 
switch  to  color  in  news  and  feature 
pages  July  9.  “This  is  not  a  superficial 
dabbing  on  of  paint,”  said  editor  in  chief 
William  Thorsell.  In  the  past  three 
years,  the  newspaper  was  twice  named 
among  the  five  best-designed  newspa¬ 
pers  in  the  world  by  the  Society  of 
Newspaper  Design. 

Goodbye,  Barry 

The  ARIZONA  REPUBLIC  pub¬ 
lished  an  eight-page  extra  devoted 
to  Barry  Goldwater,  the  former 
Republican  senator  and  presidential 
candidate  who  died  recently  at  89.  The 
extra  detailed  his  life  and  accomplish¬ 
ments,  including  excerpts  from  speech¬ 
es  and  a  diary  he  kept  about  his  1940s 
boat  trip  down  the  Green  and 
Colorado  Rivers. 

Tenn.  Daily  Is  150 

The  daily  POST-ATHENIAN  in 
Athens, Term.,  celebrated  its  150th 
anniversary  with  a  buffet  dinner  for 
350  local  residents  and  Tennessee  Gov. 
Don  Sundquist,  who  noted  that  in 
antique  editions  of  the  paper  readers 
today  can  “glimpse  what  held  the  atten¬ 
tion  of  the  people  who  lived  here  dur¬ 
ing  the  Civil  War  and  through  the 
Gilded  Age,  during  the  Great  War,  the 
Roaring  ’20s  and  the  Depression.” 
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COVER  OF  E&P 


Our  caricature  artist  will  make 
you  an  industry  star  on  your  own 
personal,  framable  cover  of  E&P. 


Regular  drawing^pVtroughout 
the  show.  Put  yourself  one 
of  the  five  hot  colors  of  E&P 
technology  coverage. 
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PRODUCTS  AND 
SERVICES 

New!  -  Online  Classifl 
Industry  Symposium] 
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Free  Paper  Publisher  Magazine 
New!  -  E&P  Extra!  Membership 
Privileges  ^ 

New!  -  Additional  data  in  the 
E&P  Year  Book 
New!  -  Web  Site  Design 
...an^  Much  More! 
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WSJ  boosts  press  capacity 

The  wall  street  journal  plans  to  spend  $232  million 
over  the  next  three  years  to  increase  its  printing  capaci¬ 
ty  and  triple  the  number  of  color  pages  it  can  produce. The 
investment,  announced  by  Dow  Jones  CEO  Peter  R.  Kann, 
will  boost  the  size  of  the  paper  by  20%,  to  96  pages  from 
80.  And  the  Journal  will  add  two  color  towers  at  each  of  its 
17  plants  allowing  for  24  color  pages  each  issue,  up  from 
eight  today.  Kann  said  the  increased  capacity  is  projected  to 
create  an  18%  after-tax  internal  rate  of  return. 

Kann  also  said  he  expects  the  Journal's  interactive  edi¬ 
tion,  which  has  more  than  200,000  subscribers,  to  turn  a 
profit  in  1999. 

Toronto  Star  dumps  ABC 

The  TORONTO  STAR, C'-anada’s  largest  daily, has  selected 
BPA  International  to  audit  its  circulation  figures.  BPA 
said  it  will  break  out  three  tiers  of  circulation:  50%  or  more 
of  the  base  price,  less  than  50%  and  nonpaid.The  newspa¬ 
per  said  it  needed  the  increased  detail  of  varied  pricing 
audit  reports.  BPA,  which  audits  80  Canadian  papers,  will 
start  working  for  the  Star  on  July  l.The  paper  has  previous¬ 
ly  been  evaluated  by  the  Audit  Bureau  of  Circulations. 

Brown/Thomson  Ohio  swap 

Thomson  newspapers  has  agreed  to  swap  three 
dailies  for  five  weeklies  owned  by  Brown  Publishing 
Co.  The  deal  gives  Thomson  the  weekly  Miamisburg  News, 
Monroe  Times,  Springboro  Star  Press,  Lebanon  Western 
Star  and  Morrow  Today’s  Express.  Brown,  based  in 
Cincinnati,  will  get  the  Greenville  Daily  Advocate  (circula¬ 
tion  8,576),  Piqua  Daily  Call  (circulation  8,425)  and  Xenia 
Daily  Gazette  (circulation  9,952.) 

With  the  move.  Brown  will  control  1 1  dailies  and  24 
nondailies  in  the  state. Thomson,  which  has  a  group  of 
papers  in  southwest  Ohio,  said  the  weeklies  have  a  com¬ 
bined  circulation  of  50,000  and  will  cluster  well  with  its 
other  holdings,  giving  it  almost  total  household  penetration 
in  fast-growing  Warren  and  Butler  counties. 

Central  mulls 
trust  repurchase 

CENTRAL  NEWSPAPERS  INC.,  owner  of  the  Arizona 
Republic  and  Indianapolis  Star-News,  is  considering 
buying  a  major  chunk  of  the  5.45  million  Central  shares 
held  by  the  Nina  Mason  Pulliam  Charitable  Trust. The  trust’s 
holdings  account  for  almost  25%  of  outstanding  shares, 
according  to  documents  filed  with  the  Securities  and 
Exchange  Commission. 

The  trust,  which  gives  grants  in  Phoenix  and  Indianapolis, 
was  formed  a  year  ago,  in  the  wake  of  the  death  of  Nina 
Mason  Pulliam,  widow  of  Eugene  C.  Pulliam,  who  founded 
CNI.  It  expires  in  2047. 

At  current  prices,  the  trust’s  CNI  stake  is  worth  more 
than  $3(K)  million.  CNI  CEO  Louis  A.  Weil  refused  to  predict 
when  or  whether  a  deal  would  be  cut  with  the  trust. 


EdPP  Newspaper  Stocks 

(weekly  stock  prices  of  public  companies 
with  significant  newspaper  interests) 

6/16/98 

6/10/98 

6/13/97  1 

A.H.  Belo  Corp.  (NY)+ 

24.750 

25.250 

39.750 

American  Media  Inc.  (NY) 

6.625 

6.000 

6.000 

Central  Newspapers  Inc.  (NY) 

63.375 

62.688 

65.375 

Dow  Jones  &  Co.  Inc.  (NY) 

48.938 

49.375 

41.500 

E.W.  Scripps  Co.  (NY)* 

51.313 

51.188 

39.500 

Gannett  Co.  Inc.  (NY)# 

66.125 

66.563 

47.750 

Gray  Comm.  Sys.  (NY) 

30.625 

30.625 

20.375 

Harte-Hanks  Inc.  (NY)++ 

23.188 

22.500 

30.125 

Hollinger  International  (NY) 

15.750 

16.188 

12.000 

Journal  Register  Co.  (NY)## 

18.438 

19.625 

15.750 

Knight  Ridder  (NY) 

54.250 

55.938 

45.875 

Lee  Enterprises  Inc.  (NY) 

29.125 

29.750 

26.625 

McClatchy  Co.  (NY) 

29.375 

30.375 

29.000 

Media  General  Inc.  (AM) 

45.250 

45.438 

33.188 

New  York  Times  Co.  (NY) 

71.500 

72.000 

49.000 

News  Corp.  Ltd. 

26.063 

23.563 

18.375 

Pearson  Ltd. 

17.625a 

19.000a 

7.170a 

Pulitzer  Publishing  Co.  (NY)** 

83.750 

87.813 

51.500 

Quebecor  Inc.  Class  A 

19.875b 

20.625b 

26.750b 

Sun  Media  Corp.  (TSE)### 

13.100b 

13.350b 

N/A 

Thomson  Corp.  (TSE) 

41.000b 

41.250b 

34.150b 

Times  Mirror  Co.  (NY) 

63.313 

65.500 

58.375 

Tribune  Co.  (NY)*** 

67.000 

68.625 

46.500 

Washington  Post  Co.  (NY) 

540.500 

556.125 

402.375 

*  Adjustment  to  reflect  receipt  of  1 .16  shares  of  Comcast  for  each 
share  of  E.Vy.  Scripps  as  of  1 1/13/96 

**  Adjusted  for  4-for-3  stock  split  as  of  1 1/1/96 
***  Adjusted  for  2-for-1  stock  split 

#  Adjusted  for  2-for-1  stock  split  as  of  10/6/97 
##  Company  went  public  on  5/8/97 

###  Initial  public  offering  completed  on  12/15/97 
+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98 
++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
(a)  British  pounds  (b)  Canadian  dollars 
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Nexpo  Addendum 

Descriptions  of  Nexpo  exhibitors  not  available  earlier 
for  inclusion  in  E&P%  May  9th  Nexpo  Preview  Section. 


Booth:  2321 

BLEVINS  HARDING  GROUP 

STAFFED  BY:  Ken  Harding,  Chuck  Blevins,  Gary 
Polodna,  Scot  Sherick,  Judy  Oliver,  jean  Carpenter, 
Susie  Gallaudet. 

INTRODUCING:  An  international  consulting  firm 
that  provides  leading-edge  strategic  planning, 
process  analysis,  facility  design  and  interior  design 
services  to  the  publishing  and  media  industry.  Their 
breadth  of  services  and  innovative  thinking  effec¬ 
tively  guide  clients  in  developing  strategic  business 
directions,  improving  processes,  making  appropri¬ 
ate  equipment  choices  and  designing  productive 
work  environments. 

Booth:  431 

BRAINWORKS  SOFTWARE 
DEVELOPMENT  CORP. 

STAFFED  BY:  John  Barry,  Barbara  Lampasona, 
Laura  Walgren,  John  Cunningham,  Annacarin 
Barry. 

INTRODUCING:  A  company  that  provides  software 
systems  for  newspaper  advertising  management. 
They  tiddress  all  aspects  of  your  advertising  — 
from  display  order  entry  to  production/layout,  to 
accounts  receivable  and  collection.  They  also  pro¬ 
vide  powerful  and  dynamic  tools  for  your  sales, 
billing  and  financial  departments,  as  well  as  seam¬ 
less  interfaces  to  your  pagination  and  classified 
order  entiy  systems. 

Their  software  provides  integrated  sales  and  con¬ 
tact  management,  order  entry  (local  and  laptop), 
accounts  receivable,  contract  and  credit  manage¬ 
ment,  transient  and  co-op  billing,  accounts 
payable,  general  ledger  and  payroll.  Year  2(XX)  and 
SQL  compliant. 

Their  software  is  also  extremely  easy;  all  you  have 
to  do  is  set  it  and  forget  it.  Establish  your  rates, 
contracts,  layout  mles  and  credit  terms  only  once 
and  the  software  will  handle  the  rest. 

New  for  1998  —  an  integrated  client/prospect 
contact  management  as  well  as  enhanced  flexible 
sales  reporting  tools. 

As  a  proven  perfomier  in  over  1(X)  daily,  weekly 
and  multipublication  environments,  Brainworks  is 
mature,  powerful  and  versatile.  Best  of  all,  software 
professionals  are  with  you  every  step  of  the  way, 
planning  your  installation,  training  your  personnel 
;uid  providing  you  with  excellent  customer  service. 
They  have  the  skills  and  commitment  to  ensure 
your  success! 


Booth:  1047 

MEDIASTREAM  INC. 

(A  Knight  Ridder  Company) 

STAFFED  BY:  Hal  Cohen,  pres.;  Joe  DiMarino,  exec, 
v.p.-sales/mktg.;  Steve  Rubin.  mgr.-SAVE  sales; 
Robert  Kennedy,  dir. -development;  Mary  Lou 
Whitman,  dir.-information  provider  relations/pro¬ 
ject  management;  Elizabeth  W.  Durso,  dir. -SAVE 
support. 

INTRODUCING:  SAVEimage,  the  image  archive 


component  that  makes  SAVE  a  complete  Archiving/ 
Library  System  and  NewsLibrary  the  Web  accessible 
archive  that  allows  newspapers  to  make  their 
archives  available  from  their  Web  site  without 
major  expense  and  at  no  risk.  Learn  how  you  can 
archive  all  text  and  image  content,  then  sell  your 
content  through  worldwide  distribution  channels  to 
generate  incremental  revenue  with  MediaStream’s 
solution. 

Booth:  2460 

US  INK 

STAFFED  BY:  Ronald  C.  Baker,  pres  ;  John  C. 
Corcoran,  ntl.  accounts  mgr.;  Todd  P.  Wheeler, 
mktg.  services  mgr. 


INTRODUCING;  RealColor''"  solutions  start  with 
US  Ink’s  thorough  press  audits  and  analysis  of 
every  aspect  of  your  color  operation.  RealColor  is 
far  more  than  our  environmentally  friendly  color 
inks  for  newspapers.  It’s  US  Ink’s  wide-ranging 
bank  of  real  solutions  with  strong  on-site  support  to 
help  you  achieve  maximum  quality,  consistency' 
and  productivity  every  day. 


Web  Press  Corporation  Introduces... 


ISTEGPATED  ROLL  STASD  VMT 


THEQUA^SIACK  4»4  COLOR  PMNTINO  UNIT 

GENERAL  DESCRIPTION 

The  CHJAO-STACK  is  a  low  prohle,  single  widlh,  single 
circumference  modular  constructed,  webofiset  printing  unit  with 
0  vertical  web  lead.  It  is  designed  ty^oHy  lor  newspopm, 
magazines,  brochures,  books  and  other  commerciol  printing  on 
uncoated  stock.  The  QUAIXSTACK  is  very  cornpoct  ond  versatile. 
It  produces  quality  printing,  very  low  waste  and  is  simple  to  operate. 


^  BRUSH  DAMPtMNG 
^  PNEUMATIC  THROW  OFFS 
jjp  OPTIONAL  INTEGRATED  ROU  STAND 
^  35000  jph' 

VERY  COMPAa  17.5-8.7  FEET  IN  HEIGHn 
NO  SCAfFOUantG  OR  PlAjrORMING  NBOSSARY 

^  ATTACHABLE  TO  MOST  23  3/4’ (STSnimNOMMALi 
SINGLE  WIDTH  ONE  AROUND  PHNTIW  PRESSES 

^  OIL  BATH  HELICAL  CUT  GEAR  TRAIN 

BEARERS  ON  AU  BLANKET  CrUNDOS 

^  NO  REGISTER  VARIATION  OR  FAN^TUT 
CONTROLS  NKtSSARY 

^  RUNNING  CIRCUMFERENTIAL,  StDOAr  AND  SKEWING 
ADJUSTMENTS  ON  AU  PLATE  CniNDCRS 


THE  QUAD-STACK  4+4  COLOR  PRINTING  UNIT 
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1  Daily  News  Appeals 
Lawsuit’s  Dismissal 


Daily  news  l.p.  filed  a 
notice  of  appeal  three 
days  after  a  New  York 
state  court  judge  dis¬ 
missed  its  lawsuit  against 
makers  of  its  Newsliner  presses. 

Kenneth  A.  Caruso,  Daily  News 
lawy  er  from  the  New  York  firm 
Shaw  Pittman  Potts  &  Trowbridge,  found  ground 
for  appeal  when  the  court  “erred  as  a  matter  of 
law”  in  holding  that  Daily  News  could  not; 

♦  avoid  contractual  exclusive  remedies  by 
alleging  fraud  in  the  inducement  and  negligent 
misrepresentation; 

♦  state  a  cause  of  action  for  the  same  fraud  or 
misrepresentation  because  alleged  misrepresenta¬ 
tions  and  nondisclosures  had  no  legal  effect 
under  certain  contract  provisions; 

♦  allege  failure  of  essential  purpose  of  con¬ 
tract’s  limited  remedies,  because  it  did  not  pursue 
one  of  the  remedies; 

♦  and  in  holding  that  dismissal  of  breach  of  con¬ 
tract  cause  of  action  required  dismissal  of  causes 
of  action  for  bad  faith  performance  and  breach  of 
the  covenant  of  good  faith  and  fair  dealing. 

“We  are  shooting  for  a  July  filing  in  the  appel¬ 
late  division,”  said  Caruso, “which  allows  the  case 
to  be  heard  in  September.” 

THE  DISMISSAL 

Justice  Ira  Gammerman  found  that  the  owner 
of  the  New  York  Daily  News  failed  to  pursue  all 
remedies  contained  in  its  contract  with  Rockwell 
International  Corp.  and  Goss  Graphic  Systems 
(successor  to  Rockwell  Graphic  Systems).  For  this 
reason,  the  judge  wrote,  it  cannot  be  argued  that 
those  remedies  “failed  of  their  essential  purpose,” 
which  would  have  permitted  the  Daily  News  to 
pursue  the  matter  in  court. 

The  contract’s  exclusive  remedy  for  defective 
presses  is  repair,  replacement  or,  if  Goss  is  unable 
or  unwilling  to  repair,  return  for  full  refund.  Goss 
marketing  director  Barbara  Gora  called  the  Daily 
News  contract  “slightly  unusual.”  Because  it  was 
buying  a  prototype  press,  she  said,  Goss  offered 
to  take  it  back.  (Goss  now  stages  all  prototypes 
and  brings  in  the  customers.) 

Production  managers  queried  by  E&P  could  re¬ 
call  no  newspaper  press  ever  being  returned  for  a 
refund. “Good  Luck!”  cracked  one  whose  press¬ 
room  has  seen  several  machines  of  vary'ing  vin¬ 
tage,  process  and  provenance. 

Though  Gora,  too,  could  remember  no  newspa¬ 
per  press  being  returned,  she  said  “there’s  been  a 
few  of  those”  from  commercial  customers  — 


among  whom  it  is  more  often  a 
“dispute  over  when  the  press  is 
fully  functional”  and  the  size  of 
the  last  scheduled  payment. 

The  Daily  News,  said  Gora, 
was  “our  first  lawsuit  on  the 
newspaper  side”  of  the  busi¬ 
ness. 

Daily  News  did  not  seek  to  return  the  press  — 
for  which  Rockwell  financed  an  unspecified  part 
of  the  purchase  price. 

“That  doesn’t  work  for  a  newspaper  that’s  try¬ 
ing  to  publish  every  day,”  said  Caruso.  “We’d  have 
$55  million  in  the  bank  and  no  press  to  put  out  a 
paper.” 

Daily  News  argued  that  its  contract  failed  of  es¬ 
sential  purpose  even  though  it  did  not  ask  Goss  to 
take  back  the  press  for  a  full  refund  —  “although 
the  option  . . .  may  have  appeared  fair  and  reason¬ 
able  at  the  time  the  agreements  were  negotiated.” 

Daily  News  alleges  that  by  delaying  as  long  as 
20  months  in  making  good  on  repair  and  replace¬ 
ment  remedies  (installing  new  press  lines  “to  trig¬ 
ger  payment  dates  and  avoid  penalties”  rather 
than  spending  the  time  to  fix  problems  with 
presses  already  installed),  Goss  removed  any 
value  from  the  return-for-refund  remedy,  because 
it  ceased  to  be  a  realistic  option  after  the  newspa¬ 
per  had  shuttered  its  other  printing  plants. 

Citing  an  earlier  ruling.  Daily  News  wrote  that 
failure  of  essential  purpose  is  established  when  it 
can  be  shown  that  an  exclusive  remedy  that 
seemed  fair  at  the  outset,  later,  owing  to  post<'on- 
tract  circumstances,  deprives  a  party  of  “substan¬ 
tial  benefit  of  the  bargain.”  Daily  News  said  it  is  a 
question  of  fact  that  belongs  before  a  jury. 

In  its  reply  to  Daily  News’  memorandum  to 
deny  dismissal,  Goss  notes  that  courts  have  held 
that  “availability  of  an  alternative  remedy  . . .  pre¬ 
cludes  a  claim  of  failure  of  essential  purpose  as  a 
matter  of  law.”  Earlier,  citing  a  1984  case,  its  reply 
states  that  “a  remedy  fails  of  its  essential  purpose 
only  if  ‘the  limited  remedy  would  essentially  leave 
(it)  with  no  remedy  at  all.’” 

Presumably  the  appeals  court  will  have  to  de¬ 
cide  if  the  Daily  News’  sole  recourse  —  return  for 
refund  —  was  an  “alternative  remedy”  or  amount¬ 
ed  to  “no  remedy  at  all.” 

NEWSLINERS  THEN  AND  NDW 

Named  for  the  customer,  the  Daily  News' 
presses  were  the  first  Newsliners  Goss  sold. They 
also  were  the  first  color  keyless  offset  presses 
Goss  sold  in  the  U.S.  (The  Daily  News  ceased 
color  printing  several  months  ago.)  But  the  press- 


No  contract 
breach;  pHor 
representations 
without  legal  ejfect 
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es  at  the  Jersey  City,  N.J.,  production  plant  are  in 
important  respects  not  the  same  Newsliners  that 
Goss  has  since  had  much  success  in  selling. 

Customers  that  now  opt  for  keyless  inking  get  a 
newer  ColorFlow  inker,  and  the  majority  of  News- 
liner  customers  have  ordered  press  control  sys¬ 
tems  from  suppliers  other  than  Rockwell/ Allen- 
Bradley,  which  developed  the  Meridian  system 
originally  sold  with  the  press.  Other  early  users  of 
that  system  software  also  experienced  problems, 
but  were  generally  pleased  with  their  installations 
in  general  and  ColorFlow  keyless  inking  in  partic¬ 
ular.  See  E&P,  Nov.  22  (p.  26)  and  29  (p.  20),  1997. 

OTHER  ISSUES 

The  judge  also  said  that  dismissing  breach  of 
contract  as  a  cause  of  action  required  dismissal  of 
bad  faith  performance  and  breach  of  the 
covenant  of  good  faith  and  fair  dealing  as  causes 
of  action  because  they  restated  to  no  effect  a 
cause  of  action  for  breach  of  contract. 

Daily  News  argued  a  distinct  theory  of  breach 
underlying  the  two  further  causes  of  action  enti¬ 
tled  it  “to  recover  categories  of  damages  not  oth¬ 
erwise  available  to  it  Daily  News  had  sought 
consequential  and  punitive  damages. 

Gammerman  dismissed  fraud  and  negligent  mis¬ 


representation,  saying  the  plaintiff  cannot  avoid 
the  contract’s  limited  remedies  by  claiming  fraud. 

“Whatever  defendants  may  have  told  plaintiff 
to  induce  it  to  purchase  the  presses,  plaintiff 
knowingly  signed  the  contract  with  express  limi¬ 
tations  on  remedies  in  the  case  of  non-function¬ 
ing  presses,”  he  wrote.  “Furthermore,”  he  contin¬ 
ued,  “any  alleged  prior  understandings  have  no 
legal  effect.” The  contract  states  that  it  supersedes 
all  prior  understandings,  written  and  oral. 

Daily  News  argued,  among  other  things,  that 
there  is  a  question  of  fact  (to  be  decided  by  a  jury, 
not  a  judge)  as  to  whether  “failure  to  provide  fully 
operational  presses  denied  Daily  News  a  substan¬ 
tial  benefit  of  its  bargain  —  thereby  causing  the 
limited  warranty  to  fail  of  its  essential  purpose.” 

Gammerman  acknowledged  the  question  of 
fact  but  found  it  beside  the  point  in  view  of  Daily 
News’  failure  to  return  the  press  for  a  refund. 

Daily  News’  complaint  alleged  that  Goss  as¬ 
sured  it  that  the  press’s  only  new  technology  was 
the  keyless  inker,  that  the  inker  could  be  quickly 
replaced  with  a  conventional  inker  if  it  did  not 
work,  and  that  in  al'  other  respects  the  Newsliner 
was  the  latest  version  of  the  proven  technology 
in  the  older  Goss  Metroliner  —  which  Daily  News 
(See  Appeals  on  page  106) 


Now  you  can  zone  your  newspaper  editions  in 
less  time  and  virtually  never  stop  the  presses 
for  page  changes.  Since  early  1997,  on  edition 
experience  with  the  totally  shafdess  WIFAG 
OF  370  Page  Changing  Unit  press  proves  how 
capital  expenditure  and  operation  costs  are 
reduced.  Add  up-to-the-minute  news  without 
losing  a  second  of  productivity.  Start  improv¬ 
ing  productivity  and  profitability  now. 


Run  your  presses  non-stop, 
and  drive  production  and 
readership  to  higher  levels 
with  the  WIFAG  OF  370  Page 
Changing  Unit  press. 


Don't  Stop  the  Press! 


WIFAG 

WIFAG  PRESS  COMPANY,  640  Gunby  Road.  Marieta  Ga  3006’ 
Contaa:  Joe  Ondtas.  Phone  T70-850  8511  -  Fax  "^O-SSO  8550 
WIFAG  AG,  3001  Berne  (Switzeriand)  -  Phone  -I-41-31-339  33  33  -  Fax  +41-31-339  36  66 
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GOSS  GRAPHIC  SYSTEMS 
AND 

GLOBAL  PRESS  SALES 
FORM 

STRATEGIC  ALLIANCE 


Robert  Kuhn  and  Edward  Padilla 


Global  Press  Sales  of  Somerset,  New  Jersey  and  Goss  Graphic 
Systems  of  Westmont,  Illinois  have  joined  in  a  "Strategic 
Alliance"  whereby  Global  will  act  as  Goss'  exclusive  used 
equipment  agent  in  North  America,  and  will  refurbish  and  remanu¬ 
facture  double  width  and  single  width  newspaper  presses. 


In  addition,  Global  will  provide  press  reconfiguration  engineering  to 
Goss  for  the  integration  of  new  Goss  press  components  with  existing 
press  lines. 

Robert  Kuhn,  Goss  Chairman  and  CEO  said,  "We  are  happy  to  have  Ed 
Padilla  and  his  experienced  Global  team  aligned  ivith  Goss.” 

GOSS  GRAPHIC  SYSTEMS  ^ 

700  Oakmont  Lane 
Westmont,  Illinois  60559 
(630)  850-6600 


“This  alliance  allows  us  to  offer  customers  the  best 
of  both  company's  capabilities.  Global  is  especially 
pleased  to  partner  with  Goss,  the  worlds  market 
leader  in  newspaper  presses." 

Ed  Padilla 
President,  Global  Press  Sales 


GLOBAL  PRESS  SALES 

270  Davidson  Avenue 
Somerset,  New  Jersey  08873 


(732)  560-9364 


BY  JIM  ROSENBERG 


Paperworkers  Strike  Abitibi 


Paperworkers  at  most 

Abitibi-Consolidated  Inc. 
mills  in  Canada  struck  the 
morning  of  June  15  .  Their 
contract  expired  April  30. 

Approximately  5,000  Abitibi 
employees  walked  off  the  job  at 
1 1  mills  —  five  in  Quebec,  four  in  Ontario  and 
two  in  Newfoundland.  The  Communications, 
Encrg)'  and  Paperworkers  union  seeks  annual 
raises  of  $  1 .02  per  hour  over  the  next  three 
years,  as  well  as  improvements  to  benefits  and 
pensions. 

The  world’s  largest  newsprint  manufacturer, 
Abitibi  said  negotiations  with  CEP  had  “stalled 
over  determination  of  process.”  While  CEP  wants 
to  negotiate  a  single,  compan\"wide  contract, 
Montreal-based  Abitibi  seeks  to  bargain  on  a  mill- 
by-mill  basis. 

The  company  said  it  was  advised  by  CEP  that 
the  union  would  strike  its  mills  if  there  was  no 
agreement  on  process.  Abitibi  said  seven  of  its 
mills  (in  Canada,  the  United  States  and  United 


5,()()()  walk  off 
jobs  at  11  mills  in 
three  provinces 


Kingdom)  and  60%  of  its 
newsprint  tonnage  “will  not  be 
affected  by  a  strike.” 

Before  the  strike,  Abitibi  said 
it  filed  labor  board  challenges 
to  the  union’s  threatened 
action  over  matters  of  process 
rather  than  issues,  calling  it  bad-faith  bargaining 
and  a  violation  of  t)ntario  and  New  Brunswick 
labor  laws. “No  similar  action  has  yet  been  initiat¬ 
ed  in  Quebec,” Abitibi  said  in  a  prepared  state- 


CEP  communications  director  Alain  Cossette 
was  reluctant  to  discuss  particulars  while  the  bar¬ 
gaining  issue  is  before  the  courts.  The  process  has 
been  follow^ed  in  some  places  for  almost  50  years, 
he  said,  “and  now  all  of  a  sudden  the  company 
doesn’t  want  that  process  to  apply  anymore.” 

“There  is  no  reason  why  it  should  change  now,” 
he  added. 

To  compete  against  U.S.  mills,  which  it  called 
its  biggest  rivals,  the  papermaker  said  it  must  do 
as  they  do:  negotiate  mill  by  mill. That  practice,  it 
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Most  Printable! 

That  was  the  assessment  of  Atlantic’s  newsprint  after  it  was  compared 
against  five  others  in  a  comprehensive  paper  test  commissioned  hy  the 
St.  Louis  Post-Dispatch. 

The  study  matched  the  100  per  cent  recycled  newsprint 
produced  by  Atlantic  against  one  other  100  per  cent  recycled 
newsprint  and  four  types  that  are  mostly  virgin  with  between 
20  and  40  per  cent  recycled  content.  It  measured  the  qualities 
that  make  up  a  paper’s  printability,  including  strength,  brightness, 
opacity,  and  ink  receptivity  and  adherence.  After  a  thorough 
test  of  all  these  factors,  the  Atlantic  newsprint  came  ^ 

out  on  top,  with  an  overall  rating  37  per  cent  better  ^ 
than  its  closest  competitor. 

Our  newsprint  is  milled  in  the  suburban  Toronto 
community  of  Whitby  at  Canada’s  first  100  per  cent 
recycled  newsprint  plant.  Opened  just  seven  years  ago,  , 
Atlantic’s  Whitby  facility  has  fast  become  the  paper 
supplier  of  choice  for  some  of  North  America’s  largest  and  \  \ 
most  influential  newspapers.  • 
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on  its  larger  mills  to  fill  demand. 

“We  will  stay  out  for  as  long  as  it  takes,”  said 
Cossette,  noting  the  nine-month-long  strike 
against  Fletcher  Challenge.  Unions  worldwide 
financially  supported  strikers  during  that  walk¬ 
out  and  will  similarly  support  strikers  at  Abitibi 
mills,  he  said. 

More  than  2,000  Fletcher  Challenge  Canada 
Ltd.  workers  returned  to  British  Columbia  pulp 
and  paper  mills  in  mid-April,  when  a 
contract  agreement  ended  the 
l|H||||||H  province's  longest  strike.  In  a  six- 

I  year  agreement  retroactive  to  May  of 
last  year,  CEP  workers  gave  the  com¬ 
pany  job-assignment  flexibility  and  a 
365-day  production  year  in 
exchange  for  job  security  and  higher 
pay. 

Newsprint  transaction  prices  have 
been  $5  higher  for  eastern  U.S.  cus¬ 
tomers  than  for  those  in  the  West. 
Threat  of  a  strike  was  the  only  rea¬ 
son  for  the  difference,  according  to 
Enron  Capital  and  Trade  Resources, 
which  makes  financial  swaps  based 
on  prices  for  pulp,  paper  and  ener¬ 
gy.  The  Houston-based  firm  said  that 
had  a  strike  been  averted,  “east-west 
spreads  will  flatten  out  and  the 
price  increase  will  likely  be  delayed 
through  the  summer.” 

Weak  exports  to  Asia  may  further 
delay  the  $4()/ton  increase  to  fall, 
though  it  reportedly  has  already 
been  effected  among  some  smaller 
customers. 

As  the  strike  deadline  approached, 
however,  Enron  reported  Eastern 
prices  were  “beginning  to  follow  the 
downward  trend  set  in  the  West,” 
with  some  buyers  offered  news 
print  for  as  little  as  $  575/ton  in  a 
Western  market  depressed  by  excess 
product. 


said,  gives  its  U.S.  competitors  “a  significant 
advantage  in  managing  their  day-to-day  business.” 

The  union’s  view  is  that  if  mills  negotiate  sepa¬ 
rately,  Abitibi  can  focus  on  its  smallest,  weakest 
site  and  “ram  a  contract  down  its  throat,”  said 
C'.ossette.  If  successful,  it  could  use  that  agreement 
“to  negotiate  with  every  one  else.”  If  unsuccessful 
and  the  workers  walk  off  the  job,  the  company 
can  shut  down  the  mill  indefinitely  while  relying 


We  Strap  17  of  the 
top  20  newspapers 
across  America... 


Newsprint 

Numbers 

S.  DAILY  NEWSPAPERS 


con- 

LJ  sumed  772,000  metric  tons  of 
newsprint  in  March,  2.4%  more  than 
a  year  earlier,  according  to  the 
Newspaper  Association  of  America. 

Publishers’  end-of-month  news¬ 
print  inventories  totaled  almost  1.05 
million  tons,  representing  a  41 -day 
supply,  a  7.5%  increase  over  the 
976,000  tons  (39  days)  in  March  of 
1997. 
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PUT  MORE  HORSEPOWER 
IN  YOUR  AUTO  MARKET  STORY! 


Every  market  has  a  story,  and  E&P’s 
Market  Guide  has  the  data  that  helps 
you  tell  your  story  best! 

Just  look  at  the  data  for  Sunbury,  Pennsylvania!  The  Market  Guide 
puts  Sunbury  in  the  driver’s  seat:  It’s  Pennsylvania’s  leading  market 
in  auto  sales  per  capita  and  revenue  per  store!  Surprised?  Could  you 
sell  your  market  with  a  story  like  this? 


Population  i  Retail 
12207  273  $23  276  666  000 


11.287  $76,369,000 


Sales  I  Average  Store 

Per  Capita  j  Sales 

$1  907  !  $5  364  523 


\  $6,364,083 


See  how  you  placed  in  ESP’s  Market  Guide! 

Filled  with  the  most  accurate  and  up-to-date  information  about  daily 
newspaper  markets,  the  Market  Guide  forecasts  demographics  and 
retail  sales  in  all  nine  categories  for  every  state,  province,  county 
and  daily  newspaper  market  city  in  the  U.S.  and  Canada.  It’s  the 
only  publication  that  provides  marketers  with  both  qualitative  and 
quantitative  data  in  one  complete  market  overview. 

Remarkably  Accurate  Market  Guide  Forecast  - 

99.95%  of  Actuals!! 

The  Market  Guide  continues  its  history  of  accurate  forecasts,  hit¬ 
ting  within  .05%  of  actuals  for  the  overall  retail  sales  forecast  last 
year! 

Used  by  marketers,  demographers,  corporate  researchers,  market 
analysts,  media  personnel,  franchisers,  libraries,  realtors,  place¬ 
ment  bureaus,  retailers,  entreprenuers,  and  others  -  the  Market 
Guide  is  instrumental  in  developing  marketing  plans. 


*'*^C«**«i^ 
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Includes  important  information  such  as: _ 

Population  by  age  •  Ethnicity  •  Households  •  Chain  store  outlets 

•  Disposable  income*  Number  &  types  of  banks  •  Retail  outlets 

•  Transportation  •  Total  auto  registrations.. .and  so  much  more! 

Hurry!  Don’t  Delay!  Send  for  your  copy 
of  ESP’s  Market  Guide  -  only  $100! 
Also  available  on  CD-ROM  -  $795 


Plea.se  send  payment  to:  Market  Guide,  c/o  Editor  &  Publisher,  P.O.  Box  3000,  Denville,  NJ  07834-3000  Phone:  (800)  783-4903  Fax:  (973)  627-5872 
E-mail:  edpub@mediainfo.com  Place  your  order  on  our  Web  site:  www.mediainfo.com  (click  on  the  store  icon) 

Order  TODAY!  Every  market  has  a  story.  Whaf  s  your  ^ton/? 
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Online  City  Guides 


THE  TIMES  TAKES 
ON  MICROSOFT 

The  'Gray  Lady'  introduces  her  second  Web  site,  a  local  guide  designed  to  compete 
in  the  crowded  New  York  market  with  Microsoft,  CitySearch  and  Digital  City 


by  Carl  Sullivan 


“They’re 

obviously  a  very 
credible  player 
in  the  city.  [All 
city  guides  are] 
still  trying  to 
figure  out  what 
users  want 
locally” 

—  Eric  Etheridge,  executive 
producer  at  Microsoft's 
nevvyork.sidewalk 


With  the  newspaper  and  Internet  industries 
watching,  the  New  York  Times  unveiled  New 
York  Today  with  great  fanfare  this  week.  An 
extensive  investment  for  the  company,  the 
local  content  site  (www.nytoday.com)  will  complement 
the  existing  the  New  York  Times  on  the  Web 
(WWW.  nytimes .  com) . 

The  site  uses  the  latest  city  guide  technology  from  Zip2  Corp.,  the  software  engineering  firm 
of  Mountain  View,  Calif.  Zip2  founder  Elon  Musk  said  similar  technology  will  be  applied  in  the 
coming  months  to  many  of  the  160  newspapers  across  the  country  that  work  with  Zip2.The 
Times  site  offers  advanced  personalization  and  search  technology  that  allow  users  to  pick 
which  arts,  entertainment,  dining,  shopping  and  leisure  activities  are  important  to  them.  New 
York  Today  then  provides  a  daily  calendar  of  events  customized  to  each  user’s  tastes. 

In  the  process,  editorial  and  advertising  is  integrated  to  a  degree  unseen  at  other  online  news¬ 
papers.  “Advertising  will  be  packaged  in  such  a  way  that  users  will  view  [advertisements]  as 
value-added  information,”  said  Daniel  Donaghy,  general  manager  of  New  York  Today.  For  exam¬ 
ple,  if  a  user  asks  the  site  to  find  restaurants  in  a  particular  neighborhood,  the  Zip2  software 
pulls  up  editorial  reviews  in  the  center  of  the  page,  with  related  ads  running  in  tiles  along  the 
right  side  of  the  browser.  Ads  are  clearly  marked  “Advertisement,”  but  the  ads  lack  graphics  and 
they  use  the  same  fonts  as  editorial  material  on  the  site. 

Richard  Meislin,  editor  in  chief  for  both  Times  Web  sites,  said  he  believes  online  readers  are 
smart  enough  to  know  the  difference  between  editorial  and  advertising.  “It’s  learning  a  lan¬ 
guage,”  he  said.  “People  will  eventually  learn  what  sections  are  advertising  and  which  aren’t,” 
just  as  they  understand  which  parts  of  the  print  paper  are  advertising.  Once  users  click  on  the 
ads,  they  are  taken  to  microsites  for  the  advertiser,  which  cost  from  $149  to  $329  per  month. 

This  Times  Is  For  New  Yorkers  Only 

Martin  Nisenholtz,  president  of  the  New  York  Times  Electronic  Media  Co.,  pointed  out  that 
nytoday.com  is  not  a  news  site,  but  rather  a  guide  for  local  citizens.  A  link  is  provided  to 
nytimes.com.  "The  New  York  Times  on  the  Web  is  our  national  news  product,”  Nisenholtz 
explained.  Over  80%  of  the  registered  users  of  that  site  live  outside  the  New  York  metropolitan 
area.The  new  site  is  just  for  locals  —  or  visitors  to  the  New  York  area. 

Because  New  York  is  such  a  vast  and  diverse  city,  covering  all  of  its  leisure  options  requires 
massive  databases.  “We  haven’t  loaded  up  the  Web  site  with  gratuitous  graphics,”  Nisenholtz 
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YOUR  WEB  SITE  SHOULD  BE 


YOUR  NUMBERS  SHOULD  BE  DOWN-TO-EARTH 


For  new  ad  dollars  to  start  flow-ing  into  your  Web  site,  you  need  to  provide  advertisers  with  more 
than  activity  measurement  reports.  You  need  an  independent,  third-party  audit. 

And  that  means  doing  what  newspapers  and  periodicals  have  done  for  more  than 
80  years — verifying  claims  to  advertisers  with  an  ABC  audit. 

There  is  simply  no  better  way  to  bring  true  accountability  to  the  Web.  ABC  Interactive  is 
the  fastest  growing  Internet  auditing  service  around,  auditing  Web  sites,  search  engines, 
e-mail  delivery  systems,  chat  rooms  and  Internet  broadcasters. 

If  you  want  to  attract  more  advertising  dollars  to  your  site,  get  the  numbers  advertisers  trust. 

If  you’re  serious  about  getting  Web  advertising  dollars,  contact  Evelyn  Hepner. 

Phone:  1-888-228-7444  E-mail:  hepnerea@accessabc.com  WAVAV;  www.accessabvs.com/webaudit 


w 


ABC  Interactive" 


BRINGING  TRUE  ACCOUNTABILITY  TO  THE  WEB. 


BE  SURE  TO  VISIT  ABC  INTERACTIVE  AT  THE  FOUOWING  SHOWS:  FAU  INTERNET  WORU).  9(JTECHA»EST.  INTERACTIVE  NEWSfiVERS.  INTERNET  WORID  CANADA  SPRING  INTERNET  WORID.  SUMMER  INTERNET  WORUT 


said.  Indeed,  New  York  Today  pages  are  text- 
based  with  almost  no  graphical  elements, 
making  life  easier  for  home  users  with  slow 
modems.  “The  look  and  feel  of  it  is  very  ele¬ 
gant,”  said  Peter  Krasilovsky,  vice  president  at 
Arlen  Communications  Inc.,  an  independent 
media  consulting  firm  in  Bethesda,  Md.  “It’s 
fast-loading  and  that’s  what’s  important.” 
Mark  Mooradian,  group  director  for  con¬ 
sumer  contents  at  Jupiter  Communications 
in  New  York,  added,  “What  they  really 


focused  on  here  was  utility  over  featured  edi¬ 
torial.” 

The  Times  is  a  little  late  to  the  city  guide 
game,  which  has  been  a  fierce  battle  in  the 
New  York  area  between  CitySearch  NYC, 
Digital  City  New  York  and  Microsoft’s 
newyork.sidewalk.  “They’re  obviously  a  very 
credible  player  in  the  city,”  said  Eric 
Etheridge,  executive  producer  at 
newyork.sidewalk.  “We’re  still  in  a  very  early 
phase  in  this  business  and  trying  to  figure 
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out  what  users  want  locally.  We’re  con¬ 
stantly  evolving  our  site.” 


Enough  Room  For  Four  Players? 

Is  New  York  big  enough  for  four  city 
guides?  “It’s  big  enough  for  three  news¬ 
papers  right  now,  plus  a  lot  of  weeklies, 
magazines  and  alternatives,”  Etheridge 
answered.  “People  will  use  more  than 
one  online  site  to  do  things.” 

Arlen  Communications  says  50%  of  all 
Web  users  turn  to  some  sort  of  local 
application  on  a  regular  basis  — 
whether  it  be  weather  or  a  local  busi¬ 
ness  site.  Yet  very  few  report  allegiance 
to  any  particular  service.  “'The  ‘local’ 
Internet  habit  has  not  yet  developed,” 
Krasilovsky  said. “It  takes  a  long  time  for 
the  transition  between  print  and  online 
readership.” 

'The  Times  hopes  to  hasten  that  tran¬ 
sition  with  its  site  design.  “They  have 
made  the  calendar  the  core  of  their  ser¬ 
vice,”  Krasilovsky  said.  “'That’s  ground¬ 
breaking  in  the  city-site  arena.”  On  the 
home  page  of  the  site,  the  calendar  lists 
daily  events  based  on  each  individual 
user’s  profile,  which  can  be  very  specif¬ 
ic.  A  user  can  ask  to  be  notified  about 
events  at  'Thai  and  Indian  restaurants 
located  in  Midtown,  bars  in  Soho,  mod¬ 
ern  art  museums  and  galleries  anywhere 
in  Manhattan,  stand-up  comics  and 
women’s  clothing  sales.  Maps  and 
detailed  directions  are  also  provided. 

The  calendar  is  compatible  with 
Microsoft  Outlook  and  PalmPilots,  allow¬ 
ing  users  to  instantly  move  scheduled 
events  from  the  Web  site  to  their  daily 
planners.  Users  can  even  arrange  to  be 
e-mailed  or  paged  alphanumerically 
with  reminders  for  chosen  events. 

Another  feature  will  allow  communi¬ 
ty  groups  to  schedule  events  on  the  site. 
For  example,  a  book  club’s  members 
can  create  a  listing  on  New  York  Today. 
Only  those  who  “subscribe”  to  the  list¬ 
ing  will  be  notified  of  the  next  meeting. 

'The  Times’  competitors  can  be  expect¬ 
ed  to  adopt  similar  features  in  time.“Every 
site  develops  innovations  and  the  others 
immediately  pick  it  up,”  Mooradian  said. 
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Letter  To  The  Editor 

DEBATE  ON  CHINESE  PRESS  GOES  ON 

Two  Hong  Kong  editors  exchange  barbs  about  press  freedom 


our  recent  article,  “Virtual  Paper  Stings 
Hong  Kong  Daily”  (June  6),  contains  a 
string  of  mistakes.  The  author,  Edward 
Neilan,  lists  the  following  to  make  a  case  for 
my  paper’s  supposed  pro-Beijing  leanings; 

1.  He  refers  to  “a  rash  of  firings”  at  the 
Post.  Staff  cuts  in  1995  were  a  cost<'utting 
move  which  had  nothing  to  do  with  the 
paper’s  political  stance. 

2.  Neilan  writes  of  the  “banishment  of 
‘dissident’  writers”  like  Nury  Vittachi.  No 
writers  or  editors  have  been  banished. 
Vittachi  writes  two  lengthy  columns  for  the 
paper  each  weekend,  as  Neilan  knows. 
When  I  met  Neilan  recently,  I  asked  him  to 
name  the  banished.  He  failed  to  come  up 
with  a  single  example.  He  also  insisted  that 
the  positioning  of  Vittachi’s  Sunday  column 
across  the  top  half  of  the  back  page  of  our 
Features  section  represented  banishment. 
A  banishment  many  writers  might  wel¬ 
come! 

3.  Neilan  makes  the  broad-brush  charge  of 
“creeping  setf<ensorship.”This  is  simply  not 
the  case. 

4.  He  accuses  us  of  the  following: 
“coverage  of  Beijing  causes  like  harsh  criti¬ 
cism  of  the  film  Seven  Years  In  Tibet”  We 
had  an  interview  with  somebody  portrayed 
in  that  film  who  disputed  factual  points. 
That’s  all. 

5.  He  says  we  hired  former  China 
Daily  editor  Feng  Xi-liang  “as  a  ‘consul¬ 
tant’  at  China’s  behest  to  sit  in  a  special 
office  next  to  mine.”  First,  why  the 
quotes  around  consultant?  That  is 
what  Feng  is,  but  the  quote  marks  serve 
the  purpose  of  giving  the  word  a  sinis¬ 
ter  twist,  of  course.  Second,  Feng  was 
not  hired  at  China’s  behest  —  again, 

,  I  asked  Neilan  for  his  evidence;  yet 
again,  he  had  none. Third,  there  is  noth¬ 
ing  special  about  Feng’s  office;  it  is  a 
regular  rectangle  off  the  newsroom, 
and  it  was  I  who  decided  he  should  sit 
there. 

Your  article  was  also  economical 
about  the  reality  of  my  paper’s  recent 
coverage.  On  the  Hong  Kong  legislative 
elections  on  May  24,  the  article  said 
“the  Post  has  carried  stories  about  the 
recent  pro-democracy  election  wins, 
although  [the  man  running  the  Web 
site]  believes  the  coverage  was  biased 
toward  Beijing.”  We  did  rather  more 
than  just  carry  stories.  On  May  25,  we 


devoted  the  first  four  pages  of  the  paper  to 
election  coverage. 

The  next  day,  election  news  occupied  the 
first  eight  pages  of  the  paper.  Your  article 
also  allowed  that  the  Post  “covered”  the 
march  and  vigil  for  those  killed  in  Tiananmen 
Square.  We  ran  preview  stories  and  features, 
followed  by  a  report  and  pictures  of  the 
march  itself  over  half  the  front  page  and  an 
inside  page. 

For  the  vigil  on  June  4,  we  had  an  eight- 
column  front-page  photograph,  two  reports 
taking  up  almost  all  the  rest  of  Page  1  and 
other  coverage  and  pictures  over  the  whole 
of  Page  3. 

Despite  a  tide  of  gloom-and-doom  fore¬ 
casting  a  year  ago,  Hong  Kong  newspapers 
here  have  remained  remarkably  independent 
since  the  return  to  China  last  July.  That  is  a 
real  story  which,  may  I  suggest,  international 
press  bodies  and  publications  should  be  wel¬ 
coming.  It  would  be  a  pity  if,  rather  than  get¬ 
ting  a  glimpse  of  the  reality  of  the  press  here, 
your  readers  were  to  believe  the  fiction  ped¬ 
dled  by  Neilan  and  a  Web  site  operator  who 
admits  that  he  follows  no  journalistic  stan¬ 
dards. 

Jonathan  Fenby 
editor,  South  China  Morning  Post, 
Hong  Kong 


In  Short 

NBC  BUYS  INTO  CNET 

NBC  bought  a  5%  stake  in 
San  Francisco's  CNET  Inc. 
last  week,  giving  the  net¬ 
work  a  piece  of  an  Internet 
news  service  that  focuses 
on  technology  coverage. 
The  deal  also  gives  NBC  a 
joint  venture  with  CNET's 
Snap!,  a  Web  directory  and 
search  service.  CNET  also 
produces  television  pro¬ 
grams  like  "CNET  Central" 
and  "The  Web."  Snap!  com¬ 
petes  with  other  search 
engines  like  Yahoo!  and 
Excite.  NBC  president  Bob 
Wright  said  in  a  statement, 
"Our  goal  is  to  make  Snap! 
the  starting  point  that  the 
nabon's  TV  viewers  are 
most  aware  of."  NBC  is 
already  a  partner  with 
Microsoft  with  MSNBC. 
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In  Short 

YAHOO!  BUYS  VIAWEB 

After  attracting  attention 
for  its  ability  to  quickly  set 
up  online  shopping  sites, 
Viaweb  Inc.  of  Cambridge, 
Mass.,  was  bought  last 
week  by  Yahoo!  of  Santa 
Clara,  Calif.,  for  $49  mil¬ 
lion.  Viaweb  guides  mer¬ 
chants  through  the  online 
store-building  process.  Last 
month,  Viaweb  signed  part¬ 
nerships  with  the  Boston 
Phoenix  and  the  Orange 
County  Register  to  build 
online  sites  for  the  papers' 
customers  and  advertisers. 
President  Paul  Graham  says 
his  firm  serves  20%  of  the 
online  commerce  market, 
including  stores  like 
Frederick's  of  Hollywood 
and  International  Male. 


Letter  To  The  Editor 

WEB  SITE  EDITOR 
RESPONDS 

Jonathan  Fenby  wasted  little  time  send¬ 
ing  me  a  copy  of  the  long-winded  and 
humorless  reply  he  penned  with  regard 
to  Edward  Neilan’s  actually  quite  balanced 
assessment  of  our  Web  site,  “NOT  The  South 
China  Morning  Post”  (http://home.netviga- 
tor.com/~adamspub/index.htm). 

The  letter  joins  a  catalogue  of  abuse  and 
misinformation  which  Fenby  and  friends 
have  thrown  at  our  Web  site  since  its  incep¬ 
tion  last  year.  It’s  getting  so  bad  that  1  have 
had  to  change  the  name  of  our  Letters  to  the 
Editor  page  from  Biteback  to  Bitchback. 

Let’s  look  at  the  blatant  inaccuracies  and 
downright  fibs  he  propounds  to  you: 

1  .There  is  one  firing  Fenby  does  not  men¬ 
tion,  that  of  Hong  Kong’s  leading  cartoonist 
Larry  Feign.  Of  course,  Fenby  will  say  that 
occurred  shortly  before  his  time,  but  he  did 
not  reinstate  Feign  after  he  was  fired  for 
pointing  out  a  few  truths  about  the  People’s 
Liberation  Army  and  its  transplant  organ  bro¬ 
kering  service. 

2.  I  spoke  to  the  Post's  most  famous 
columnist  Nury  Vittachi  on  the  telephone 
the  day  he  was  removed  from  his  column. 
He  told  me  he  did  not  know  what  he  had 
done  wrong.The  column  he  had  worked  on 
for  about  10  years,  the  bedrock  of  his  pro¬ 
fessional  life,  had  been  given  to  the  aviation 
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correspondent.  He  would  like  to  resign, 
Vittachi  said,  but  his  wife  only  works  part- 
time  and  he  has  two  children  to  support. 

3.  We  have  highlighted  the  self-censor- 
ship  in  the  South  China  Morning  Post  in 
great  detail  and  on  numerous  occasions  in 
56  editions  of  our  Web  site.This  ranges  from 
the  startling  use  of  euphemism  (substituting 
“deaths”  for  “massacre”  at  Tiananmen)  to 
omission  (three  pages  on  the  death  of  Pol 
Pot  without  a  mention  of  his  support  from 
China’s  communist  regime).  Please  see  our 
Web  site  for  some  latest  instances  of  the 
Post's  bias.  No  wonder  one  person  called  the 
paper  “The  New  China  Morning  Post,”  an 
allusion  to  the  “New  China  News  Agency”. 

4.  The  Post  ran  a  front-page  article  and  a 
lead  article  in  the  features  section  of  the 
Monday  edition  during  the  very  week  that 
Seven  Days  In  Tibet  was  released  in  Hong 
Kong.  The  front-page  interview  with  a 
Tibetan  quisling  was  entirely  un-newswor- 
thy  and  slanted  toward  the  Beijing  line. 

5.  How  can  Fenby  possibly  suppose  any¬ 
one  would  lend  credence  to  his  story  that  an 
ex-editor  of  China  Daily,  the  Chinese 
Communist  Party’s  main  propaganda 
weapon  in  English,  functions  only  as  a  con¬ 
sultant  under  his  command  when  the  tone 
of  the  newspaper  in  the  Hong  Kong  and 
China  pages  changed  overnight  after  he 
arrived.  And  what  “consultant”  has  a  special¬ 
ly  constructed  office  next  to  the  editor’s? 

6.  Fenby  always  equates  coverage  with 
column  inches,  not  quality  of  content,  a  curi¬ 
ous  attitude  for  a  critic  of  poor  journalistic 
standards.  The  Post  brought  one  picture  in 

one  year  of  Hong  Kong’s  leading 
Democrat  Martin  Lee  to  the  front  page 
of  the  newspaper.  It  referred  to 
Tiananmen  commemorative  protests  as 
expressions  of  “sorrow,”  not  even  mild 
anger  or  disgust.  In  pages  of  “coverage,” 
it  is  constantly  a  source  of  spin  and  mis¬ 
information  for  Beijing.  If  this  fails,  it 
misquotes,  as  it  did  in  the  case  of  demo¬ 
cratic  politician  Szeto  Wah’s  comments 
on  the  Tiananmen  massacre.  Fenby 
wrote  to  me  that  the  word  quoted  in 
the  Post,  “killings,”  was  Szeto’s  own  but 
1  pointed  out  that  this  was  the  Post's 
spin  mistranslation  of  the  original 
Chinese.  Szeto  Wah  never  gives  a  news 
conference  in  English.  If  he  did,  he 
would  say  “massacre”,  not  “killings.” 

Finally,  1  protest  on  behalf  of  Web 
journalists  everywhere  the  term  “oper¬ 
ator,”  with  which  Fenby,  in  his  arrogant 
fashion,  dismisses  my  role  as  editor  of 
our  highly  regarded  Web  site. 

George  Adams 
editor,  “NOT  The  South  China 
Morning  Post,”  Hong  Kong 
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Online  Applications 


TEAR  SHEETS  TO  THE  DUSTBIN 

Online  media  company  offers  digitized  tear  sheets  for  advertisers 


In  Short 


JOURNAL  JOB  SITE 

The  Wall  Street  Journal  has 
joined  executive  search 
firm  Korn/Ferry  to  offer 
Futurestep 

(www/.futurestep.com), 
which  seeks  to  match  exec¬ 
utives  with  prospective 
employers.  The  site  regis¬ 
ters  job  candidates  and 
available  positions  at  cor¬ 
porations  around  the 
world.  The  site  will  link  to 
careers.wsj.com. 


MX  ♦  MX  ♦  MX 


An  innovative  advertising  placement 
firm  will  soon  offer  tear  sheets  on  CD- 
ROM  to  newspaper  ad  clients.  Seattle- 
based  Media  Passage  told  Editor  &  Publisher 
last  week  that  it  will  offer  the  service  as  part 
of  its  integrated  ad  planning,  placement  and 
payment  package,  which  was  introduced  in 
1996. 

Media  Passage  acts  as  a  conduit  between 
advertisers  and  newspapers.  Its  electronic 
database,  available  on  disc  or  at  www.media- 
passage.com,  contains  rate  cards  for  every 
daily  in  the  country  and  6,500  weeklies. 

Ad  agencies  can  use  Media  Passage’s  sys¬ 
tem,  which  runs  in  Microsoft  Excel,  to  quick¬ 
ly  choose  individual  papers  or  all  papers 
within  a  certain  region,  state  or  metropolitan 
area.  Instead  of  calling  dozens  of  different 
papers  for  ad  rates,  agency  reps  can  plan 

-  their  ad  budgets  on  their  desk- 

tops. 

Circulation  figures  are  provid¬ 
ed  and  the  program  automatical¬ 
ly  makes  adjustments  as  the  user 
I  ij  changes  the  frequency  that  the 

I  U  ad  will  run.  For  example,  if  the 

l  lj  ad  agency  wants  to  compare  a 
f  l  Sunday-only  run  vs.  a  five-days-a- 
week  run,  the  costs  are  immedi¬ 
ately  calculated  for  comparison. 
These  estimates  can  be  used  to 
bring  plans  into  alignment  with 
campaign  budgets. 
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The  software  also  allows 
advertisers  to  explore  spot  and 
four-color  options.  In  addition. 


as  users  adjust  the  size  of  advertisements,  the 
program  quickly  recalculates  the  cost. 

The  latest  feature  from  Media  Passage  is 
the  digitized  tear  sheet.The  company  already 
offered  tear  sheet  management  by  compiling 
tear  sheets  from  the  newspapers  and  for¬ 
warding  them  in  batches  to  advertisers.  In 
the  latest  service.  Media  Passage  will  photo¬ 
graph  tear  sheets  and  save  them  as  JPEG  files 
on  CD-ROMs  to  be  delivered  with  invoices. 
Advertisers  will  still  have  the  option  of  receiv¬ 
ing  the  hard-copy  tear  sheet  as  well,  if  desired. 

One  client  using  Media  Passage,  Bell 
Atlantic  Mobile,  currently  receives  a  6-foot 
high  stack  of  tear  sheets  every  month,  said 
Media  Passage  CEO  Gilbert  Scherer.  The  CD- 
ROM  format  can  clearly  make  life  easier  for 
such  large  advertisers,  he  believes. 

Banks,  one  of  the  largest  industries  to  use 
Media  Passage  thus  far,  will  also  benefit  from 
digitized  tear  sheets,  said  Carl  Bryant,  execu¬ 
tive  vice  president.  Federal  banking  regula¬ 
tions  require  banks  to  save  ads  for  certifi¬ 
cates  of  deposit  until  the  CDs  expire.  That 
can  easily  be  a  five-  or  10-year  period. 

Service  Increases  In  Popularity 

In  the  first  quarter  of  1998,  Media  Passage 
booked  $61.6  million  in  advertising,  Bryant 
said.  That  compares  with  just  over  $10  mil¬ 
lion  for  the  first  quarter  of  1997.  About  500 
newspapers  nationwide  have  accepted  ads 
through  the  service  at  one  time  or  another. 

For  national  advertising,  the  newspapers 
typically  pay  Media  Passage’s  fee,  which  the 
company  says  is  a  transaction  fee,  not  a  com¬ 
mission.  In  some  cases,  the  newspaper  and 
advertiser  split  the  fee. 
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Online  Commerce 

MAKING  MONEY 
ON  THE  WEB 

Alternatives  show  the  way 

by  Kelvin  Childs 

Online  profits  are  still  just  a  dream  for 
most  alternative  newspapers,  admits 
Anne  Williams,  director  of  new  media 
for  Stern  Publishing,  which  publishes  the 
Village  Voice  in  New  York.  But  she  believes  it 
can  be  done  if  a  paper  builds  on  its  assets;  a 
known  brand,  quality  content  and  strong 
relationships  with  advertisers. 

Williams  spoke  last  week  at  the 
Association  of  Alternative  Newsweeklies’ 
21st  annual  convention  in  Washington. 
During  a  panel  session,  she  said  the  compa¬ 
nies  that  are  spending  thousands  of  dollars 
on  their  Web  sites  are  the  ones  complaining 
the  most  about  how  difficult  it  is  to  turn  a 
profit.  That’s  why  it’s  imperative  to  spend 
carefully. The  less  you  spend,  the  sooner  you 
will  break  even,  she  said. 


Weekly 


Another  area  on  the  Reader’s  Web  site, 
groups  wedding  services  and  supplies  with 
several  mini- Web  pages  for  each  store  creat¬ 
ed  by  the  Reader.  “These  advertisers  are 
notoriously  difficult  to  get  and  keep  in,  and 
the  Web  has  been  good  about  keeping  them 
in,”  Rosen  said.The  mini-Web  pages  are  done 
on  a  template,  and  link  to  the  Reader  main 
page.  Such  services  are  packaged  as  part  of 
the  ad  contract,  Rosen  .said. 

Rosen  said  the  Reader  also  offers  the  abil¬ 
ity  to  place  a  free  classified  ad  online; 
putting  it  in  the  print  edition  costs  $6.  “Last 
week,  we  had  400  ads  placed,  and  about  a 
third  of  them  decided  to  pay  for  it,”  he  said. 

Traffic  Equals  Revenue 

For  Web  sites,  traffic  equals  revenue, 
Williams  added.  Generate  traffic  with  regu¬ 
larly  updated  schedules,  and  post  a  note  on 
your  pages  telling  readers  when  the  next 
update  will  be.  And  indulge  in  “guerrilla  mar¬ 
keting”  —  tout  your  newspaper  on  list- 
serves,  she  said. 

Above  all,  think  like  a  Web  site,  Williams 
said.  Get  Web-oriented  people  to  run  it.  It’s 
not  just  your  paper  in  another  format,  but 
another  entity  altogether.  Treat  it  that  way. 


In  Short 


WEEKLIES  GO  ONLINE 

In  a  major  expansion,  the 
Journal  Register  Co.  of 
Trenton,  N.J.,  will  rollout 
43  weeklies  online. 
Currently,  the  publisher  has 
Web  sites  for  its  19  dailies 
and  several  chains  of  week¬ 
lies.  Papers  in  the  same 
region  will  share  umbrella 
Web  sites  to  be  designed 
and  administered  by 
methodfive,  a  New  York 
Internet  developer  that 
focuses  on  publishing. 


Use  Your  Natural  Advantages 

Competitors  such  as  Microsoft’s  side¬ 
walk. com  must  spend  millions  to  estab¬ 
lish  their  brand  when  they  enter  a  mar¬ 
ket,  and  must  buy  or  build  content. 
Because  they  need  to  blanket  the  mar¬ 
ket  and  appeal  to  a  broad  audience,  the 
content  they  provide  is  often  bland  and 
generic,  she  said.  But  the  local  alterna¬ 
tive  paper  already  is  a  household  name, 
has  the  content  and  offers  a  clear  point 
of  view  for  a  niche  audience. 

Still,  the  alternative  paper  will  lose  its 
advantage  if  it  doesn’t  enhance  the  con¬ 
tent  it  puts  on  the  Web.  Make  listings 
and  classified  ads  searchable,  Williams 
advised,  and  be  sure  to  offer  original 
content  on  the  Web  site.  The  reader 
must  get  a  different  experience  from 
the  Net  than  they  do  from  the  printed 
version,  she  said. 

Howie  Rosen,  operations  director  of 
the  San  Diego  Reader,  offered  several 
examples  of  features  unique  to  his 
paper’s  Web  site.  These  features  often 
provide  new  options  to  advertisers  as 
well.  The  travel  listings  have  capsule 
descriptions  of  bed  &  breakfasts,  hotels 
and  motels.  For  $5  per  week,  the  “San 
Diego  Reader  Online”  will  link  to  the 
establishment’s  Web  site.  Restaurant  list¬ 
ings  are  linked  to  pages  with  the  restau¬ 
rant’s  menu,  which  can  be  quickly  faxed 
to  the  reader. 


Quality  Products  for 
Newspapers  from  a  Pioneer 
in  Newspaper  Software 


Stauffer  Gold  Library 
Stauffer  Gold  Audiotext 

Quadrant  On-line  Classifieds 
AdQue  Ad  Management  Module 
Stauffer  Gold  Business  Systems 
Voyager  Database  Archives 

Stauffer  Gold  products  will  help  your  newspaper  move  into  the  rapidly 
expanding  world  of  consumer  direct  information.  Our  new  generation  of 
products  will  connect  your  library  to  the  Internet,  enhance  revenues  with  on¬ 
line  classifieds.  Join  your  newspaper  to  the  community  with  expanded  audio¬ 
text  features,  simplify  ad  tracking,  and  archive  both  text  and  graphics  in  an 
Internet-compatible  database  archive. 

Stauffer  Media  Systems  continues  to  help  newspapers  turn  complex  prob¬ 
lems  into  easy  solutions,  at  a  price  you  can  afford.  Let  us  show  you  how. 


See  all  the  Stauffer  Gold 
products  at  Booth  #721  at 
NEXPO’98  in  Orlando 


STAUFFER 

^MFCHA  SYSTEMS* 

Joplin,  MO  (417)  782-0280 
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In  Short 

NET  WILL  BE  MOBILE 

Top  wireless  execs  predict 
Americans  will  regularly 
surf  the  Net  from  their 
mobile  phones  within  five 
years.  Cell  phones  will  be 
replaced  by  "personal  com¬ 
munication  boxes"  com¬ 
plete  with  live  news  feeds, 
said  officials  from  AT&T, 
Ericsson  and  Northern 
Telecom,  at  a  telecom  con¬ 
ference  held  in  Atlanta 
last  week. 


Reporter's  Digital  How-To 

ATLAS  ON  DEMAND 

Making  maps  at:  http://www.mapsonus.com 


Map-making  will  never  be  the  same.  In 
the  digital  age,  maps  are  no  longer  the 
big,  badly  refolded  sheets  of  paper 
crammed  into  the  car’s  glove  compartment. 
Online  they  become  multidimensional  tools 
that  can  be  customized  for  every  occasion 
and  for  every  part  of  the  newsroom. 

Suppose  you’re  the  staff  artist.  An  explo¬ 
sion  at  an  oil  refinery  on  the  edge  of  your  cir¬ 
culation  area  cries  out  for  a  locator  map,  and 
you’re  on  deadline.  Net  mappers  give  you 
the  data  you  need  to  complete  your  original 
illustration  —  quickly. 

Or  you’re  a  reporter  covering  the  story  of 
a  local  couple  involved  in  a  murder  case  in  a 
city  on  the  other  side  of  the  country.  You 
can’t  hop  on  an  airplane,  but  you  want 
quotes  from  neighbors  who  may  have  wit¬ 
nessed  the  crime.  On  the  Net,  you  call  up  a 


map  that  shows  names  of  all  the  streets  in 
the  area  surrounding  the  crime  scene.  From 
that,  you  find  local  residents  who  can  be  tele¬ 
phoned. 

You’re  working  on  the  city  desk  and  a 
photographer  has  radioed  in  that  he  is  lost  in 
a  thicket  of  suburban  streets.  In  moments, 
you’re  online  and  retrieving  step-by-step 
directions  to  direct  him  to  the  site  of  his 
assignment. 

Or  reporters  from  the  newsroom  and  the 
bureaus  want  to  rendezvous  in  the  state  cap¬ 
ital  and  travel  together  to  a  conference  in 
another  state.  The  Net  lets  them  collaborate 
simultaneously,  view  the  same  electronic 
map  online  and  make  changes  to  the  pro¬ 
posed  route.  The  resulting  map  can  then  be 
e-mailed  to  others  who  need  it. 

It’s  all  possible  through  a  free  service 


Call  for  information  about  our 
PAVE  Certified  software 
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Looking  for  ways 
to  increase  your 
classified  revenues?^ 

NetOwl'"  for  Classifieds  provides  intelligent 
ad  parsing  to  help  you  deliver  classifieds 
straight  to  the  Internet  faster. 

Open  up  your  site's  revenue  potential  today 
with  NetOwl  for  Classifieds! 


THE  NEWSPAPER  MANAGER 


Software  Systems  for  Better  Management 


Circulation  •  Advertising  •  Accounting  •  Inventory 


netiwl 

FOR 

CLASSIFIEDS 


P.O.  Box  347,  Millbrook,  NY  12545 
Tel.:  (914)  677-6150 
Fax:  (914)  677-6620 


Call  1«800«511«6398 

to  discover  what  NetOwl  for  Classifieds 
can  do  for  you! 

www.netowl.com 


called  “Maps  On  Us,”  launched  recent¬ 
ly  by  Lucent  Technologies  of  Murray 
Hill,  N.J.,  and  incorporating  data  from 
Etak  Inc.,  a  Menlo  Park,  Calif.-based 
pioneer  in  computerized  navigation 
systems  for  automobiles. 

To  get  started,  visit  the  site 
(www.mapsonus.com)  and  click  on 
the  “Maps”  icon  on  the  introductory 
screen.  The  next  screen  prompts  you 
to  enter  a  street  address  and  the  city, 
state  and  ZIP  code.  You  don’t  have  to 
fill  in  each  field  and  you  can  use  par¬ 
tial  addresses.  For  instance,  you  can 
enter  1033  13th  Ave.,  or  13th  Ave.  & 
10th  St.  or  just  13th  Ave.  In  the 
city/state/ZIP  code  field,  you  can  enter 
Huntington, WV  25701  or  Huntington, 
WV  or  just  the  ZIP  code  or  just  the 
state. 

Once  some  or  all  of  the  fields  are 
filled  in,  click  on  the  “Draw  Map”  icon. 
In  a  moment,  the  site  displays  a  map 
with  a  pointer  to  the  address  you  have 
indicated.  Also  displayed  are  options 
to  zoom  in  or  zoom  out  and/or  to 
move  the  center  of  the  map  in  various 
directions. 

About  data  entry: 

♦  If  the  database  finds  several 
addresses  matching  your  request,  the 
site  lists  them  and  asks  you  to  pick 
one. 

♦  Street  suffixes,  such  as  Rd.,  St.  and 

(See  Atlas  on  page  106) 


96  Editor  &  PuBUSHER 


http://www.mediainfo.com 


June  20, 1998 


IN  BRIEF 


Ad  spending  up, 
hut  growth  slows 

SPENDING  ON  NEWSPAPER  adver¬ 
tising  in  the  first  quarter  of  1998 
totaled  $9-6  billion,  up  7.3%  from  the 
same  period  in  1997,  according  to  the 
Newspaper  Association  of  America. 

Spending  for  classified  advertising 
rose  9.8%  to  $3  9  billion.  National 
advertising  rose  9.9%  to  $1.4  billion. 
Retail  advertising  grew  by  4.4%  to  $4.4 
billion. The  growth  provides  “further 
proof  of  the  newspaper  industry’s 
vitality,”  NAA  chief  John  E  Sturm  said. 

Nevertheless,  the  growth  rate 
dropped  from  a  year  ago,  when  ad 
expenditures  rose  8.4%,  and  national 
and  classified  categories  posted  dou¬ 
ble-digit  increases.  Miles  Groves,  NAA’s 
chief  economist,  said  the  slowdown 
stemmed  partly  from  weakness  in 
1996  that  skewed  1997  growth  rates. 

Guild,  Inquirer 
ink  stringer  pact 

Philadelphia  newspapers  inc. 

and  the  Newspaper  Guild  have 
tentatively  agreed  on  the  first  contract 
for  Philadelphia  Inquirer  suburban 
correspondents  —  four  years  after 
they  voted  for  Guild  representation. 

The  correspondents  —  nonstaff 
reporters  and  photographers  who 
have  received  lower  pay  and  benefits 
than  staffers  —  cover  the  suburbs. 

The  26-month  contract  would  affect 
nearly  140  correspondents,  who  have 
been  paid  by  assignment  and  by  the 
hour.  It  calls  for  hourly  pay  and  more 
full-time  jobs.  Many  correspondents 
have  been  limited  to  part-time  work. 

Top  scale  for  correspondent  writers 
and  photographers  with  at  least  three 
years’ experience  would  be  $710  for 
five  days’  work  —  up  from  $450  to 
$625  a  week  now.  Most  Inquirer  staff 
members  earn  at  least  $1,1 10  a  week. 
Full-time,  two-year  interns  now  earning 
$520  a  week  would  get  $565.  All 
would  get  better  benefits,  and  all  but 
the  interns  would  be  covered  by  pen¬ 
sion  and  401k  plans. 

PNI  also  agreed  not  to  exceed  a 
ratio  of  2.25  suburban  correspondents 
for  each  full-time  suburban  staffer. 

The  correspondents  voted  in  1994 
to  bring  in  the  Guild,  which  represents 
staffers  at  the  Inquirer  and 
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Philadelphia  Daily  News.  Negotiators 
met  periodically  since  then.  —  AP 

Stinnett  splits 

Lee  STINNETT,  59,  is  retiring  July  1 , 
1999,  after  15  years  as  executive 
director  of  the  American  Society  of 
Newspaper  Editors. 


ASNE  president  Edward  Seaton,  edi¬ 
tor  in  chief  of  the  Manhattan  (Kan.) 
Mercury,  praised  Stinnett  for  “innumer¬ 
able  contribution  to  our  craft.”  Stinnett 
leads  a  staff  of  eight  with  a  $2  million 
budget  and  is  only  the  third  executive 
director  in  the  76-year  history  of  ASNE. 
The  Reston,Va.-based  group  has  875 
members. 


We  guarantee  you  will  publish  more  efficiently 

iSfUSi  SOLUTIONS 

FOR  PEOPLE 


WHOPUBLISH 

Kdeu  NEWSPAPERS 


Are  you  publishing  at  the  speed 
of  news? 


l.M.A.G.E.  INC.  CAN  HELP 

We  solve  new  spaper  publishing  problems  so  >011  can 
concentrate  on  the  content  and  deadlines. 

We  know  that  jou  need  a  publishing  system  that  allows  all. 
team  members  to  work  indi\  idualh  and  collaborativeh  and 
integrates  seamlessly  with  other  systems. 

We  w  ill  partner  w  ith  you  to  pinpoint  problems  and  solve 
them  w  ith  custom-.selected  technologies. 

^  ■  Pre-press  workflow  reviews 

■  Integration,  training,  and  support 

■  Workflow  management 

CALL  TO  ARRANGE  ■  Ad  and  classified  la\out 
A  MEETING  WITH  .  i.ibrar\  sxstems 

US  AT  NEXPO  .  »  ,  .  ,  . 

■  .Ulvertising  production  management 

Itrinsj  thi>  ad  to  , 

....  ..  ■  Editorial  svstems 

rceeiw  a  l  i  ve  (iijl  ^ 

(one  per  attendee,  please)  ■  AppleScript 

■  Publishing  to  paper.  (d)-RO.\l.  the  Web 

■  Products  include 

■  Quark  Publishing  System 

■  .Managing  Editor 


800  513  3011 

l.M.A.G.E  Inc.  45  E.  30th  St,  15th  FI,  New  York,  NY  10016 
4104  24th  St,  Suite  364,  San  Francisco,  Ca  94114 

image@'iiiageinc.coni  ■  www.imageinc.com 
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BY  DAVID  ASTOR 


Color,  Sound,  Animation 
Added  To  Print  Comics 


The  Ctoons  Web  site  enhances'  about  40  strips  and  panels 
distributed  by  five  major  syndicates 


WHEN  YOU  SEE  cartoons  on  the 

Ctot)ns  Web  site,  you  see  them  dif¬ 
ferently  than  you  do  in  a  printed 
newspaper. 

Ctoons  Studios  has  a  6-month-old  site 
(www.ctoons.com)  that  features  about  40  comics 
from  Creators  Syndicate,  the  Los  Angeles  Times 
Syndicate, Tribune  Media  Services,  Universal  Press 
Syndicate  and  the  Washington  Post  Writers 
Group. 

“We  enhance  the  comics  with  color,  sound  and 
animation,”  said  Ctoons  founder  and  president 
Kevin  Donahue. 

There  are  actually  three  versions  of  the  site, 
depending  on  the  computer  power  of  visitors. 
Donahue  said  at  least  20%  of  users  can  access  the 
“high-end”  version,  about  60%  see  something  a  lit¬ 
tle  below  that,  and  the  rest  get  a  “static  version.” 

Ctoons  —  which  uses  its  own  Java  animation 
process  called  “ToonPro”  —  posts  comics  a  week 
after  they  appear  in  print,  and  also  offers  a  two- 
month  archive  for  each  cartoon  title. 

Some  of  the  better-known  titles  include  “B.C.,” 
“Mother  Goose  &  Grimm,” “Non  Sequitur,”“Shoe,” 
“The  Wizard  of  Id”  and  “Ziggy.” 

Donahue  said  it’s  possible  that  comics  from 
two  other  major  syndicates  —  King  Features  and 
United  Media  —  may  eventually  appear  on  the 
site. 

There  are  also  a  couple  of  comics  on  the  site 
that  are  original  or  self-syndicated.And  there  are 


editorial  cartoons  as  well. 

Donahue  said  creators  can  see  how  their 
comics  look  in  color  before  they  get  posted. “It’s 
an  issue,”  he  noted.  “The  best  color  palette  for 
[the  Web]  is  different  than  for  a  newspaper.” 

The  site’s  traffic?  Donahue  said  it’s  up  since 
the  December  1997  launch,  but  declined  to  give 
specific  numbers. 

He  added  that  the  site  isn’t  profitable  yet,  but 
hopes  advertising  will  eventually  change  that  pic¬ 
ture. The  site,  which  already  runs  some  ads,  might 
also  sell  cartoon-related  products  in  the  future. 

And  there  are  plans  for  making  the  site  more 
interactive.  Donahue  said  he  would  like  visitors 
to  be  able  to  interact  with,  and  play  games  that 
relate  to,  the  comics. 

Ctoons,  a  nearly  2-year-old  company  based  in 
Maynard,  Mass.,  currently  makes  its  money  offer¬ 
ing  services  such  as  software  programming  and 
Web  posting. 


TMS  Relaunches 
Cartoon  Web  Site 


Tribune  media  services  has  expanded  and 
redesigned  its  cartoon  Web  site,  which  was 
first  launched  in  early  1995. 

Until  this  month,  the  site  spotlighted  only  10  or 
so  of  the  syndicate’s  comic  offerings.  Now, 


MMhcr6«M«  and  Gnmn 


Ctoons  makes  newspaper  comics  multimedia. 


Tribune  Media  Service's  revamped  comics  site 
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Bobcat's  auto  comes  automatically  in  the  new  "Fat  Cats"  strip  from  United. 


www.comicspage.com  has  modular 
areas  devoted  to  over  40  TMS  strips, 
panels  and  editorial  cartoons. 

“We  wanted  the  site  to  help  build  a 
base  for  all  of  our  properties,”  said  TMS 
senior  producer  Sarah  Zupko. 

The  site  —  aimed  at  both  clients  and 
the  general  public  —  also  features  his¬ 
torical  information  on  TMS’s  older 
comics.  So  far, “Dick Tracy”  has  the  most 
extensive  historical  area,  including  a 
“Rogues  Gallery”  of  the  67-year-old 
strip’s  many  villains. 

Among  the  content  in  the  editorial 
cartoon  area  are  creators’  selections  of 
their  best  1997  work.  The  site  also 
includes  a  bulletin  board  and  excerpts 
from  Cartoonist  Profiles  magazine. 

Zupko  said  traffic  has  already 
increased  since  the  site  was  relaunched 
this  month,  although  she  didn’t  have 
specific  numbers.  She  added  that  ads 
may  start  appearing  in  the  near  future. 

—  David  Astor 

One  Leaves,  Trio 
Named  At  I'MS 

Mark  MATHES  has  resigned  as 
editor  of  Tribune  Media  Services. 
Mathes,  reached  at  his  suburban 
Chicago  home,  said  his  resignation  was 
“totally  voluntary”  and  “amicable.”  He 
noted  that  his  job  required  him  to 
spend  three  or  four  months  a  year  on 
the  road,  which  made  it  hard  to  stay  on 
top  of  his  office  duties  and  kept  him 
away  from  his  family  (which  includes 
two  elementary  schoolers). 

The  45-year-old  Mathes  became  TMS 
editor  in  1996.  He  joined  the  syndicate 
as  managing  editor  in  1994  following 
stints  as  an  editor  for  two  Florida 
dailies.  Mathes  said  that  after  taking  a 
break,  he  may  get  another  newspaper 
or  syndicate  job,  or  work  in  new  media 
or  licensing. 

TMS  director  of  marketing  Steve 
Tippie  called  Mathes  a  “first-rate  editor 
and  person.” 

In  other  TMS  personnel  develop¬ 
ments,  Fred  Schecker  was  promoted  to 
creative  director  for  syndicate  news 
and  features.  Jay  Fehnel  to  director  of 
business  development,  and  Jay  Brodsky 
to  director  of  technology. 

Schecker  joined  the  company  three 
years  ago  as  executive  producer  of 
Tribune  Interactive.  Fehnel  and  Brodsky 
have  held  several  positions  since  join¬ 
ing  TMS  in  1992  and  1994,  respectively. 

—  David  Astor 

June  20, 1998 


‘Fat  Cats’  Can 
Be  Purr-chased 

A  COMIC  STRIP  starring  a  family  of 
feline  blue  bloods  who  run  a  cor¬ 
poration  is  being  launched  June  29  by 
United  Feature  Syndicate. 

“Fat  Cats”  is  by  Charlie  Podrebarac, 
who  does  advertising  art,  greeting  cards 
and  magazine  cartoons.  He  also  creates 
the  Kansas  City  Star's  1 4-year-old 
“Cowtown”  cartoon,  which  has 
spawned  two  book  coUections.And  the 
University  of  Kansas  journalism  gradu¬ 
ate  did  the  “Smart  Alex”  strip  for  the 
Washington  Post  Writers  Group  from 
1995  to  1996. 

Podrebarac’s  agent  is  former  United 
executive  David  Hendin. 

This  Syndicate 
Has  ‘Loose  Parts’ 

A  COMIC  PANEL  called  “Loose  Parts” 
is  being  offered  by  the  Los  Angeles 
Times  Syndicate. 

The  feature  is  by  Philadelphia 
Inquirer  art  director  John  Gilpin  and 
senior  creative  producer  Dave  Blazek. 


"You're  still  drinKing  bottled  water?  We  buy  hydrogen 
and  oxygen  and  mix  our  own." 

“Loose  Parts" 


http://www.mediainfo.com 


Gilpin’s  cartoons  and  illustrations 
have  also  appeared  in  the  New  Yorker 
and  other  national  publications.  He  has 
studied  art  in  France,  Germany,  Mexico, 
Chicago  and  Florida. 

Blazek  has  performed  as  a  stand-up 
comic,  created  print  and  radio  ads,  and 
written  and  directed  TV  commercials. 

“Loose  Parts”  clients  include  the 
Inquirer,  Denver  Rocky  Mountain 
News,  Detroit  Free  Press  and  Trenton, 
N.J.,  Trentonian. 

‘Andy  Capp’ 
Creator  Dies 

“  A  NDY  CAPP”  CREATOR  Reg  Smythe 
ZA.  has  died  of  cancer  at  the  age  of  81 . 

The  English  cartoonist  created  “Andy 
Capp”  in  1957.Today,it  appears  in  about 
700  papers. 

Smythe  left  behind  a  year’s  worth  of 
work,  so  his  comic  will  continue  for  the 
time  being.  A  spokesperson  for  King 
Features’  North  America  Syndicate  said 
no  decision  has  been  made  yet  about 
the  strip’s  ultimate  fate. 

“Andy  Capp”  starred  a  working-class 
character  who  was  often  criticized  for 
his  male-chauvinist,  drunken,  lazy  ways. 
But  the  politically  incorrect  bloke  also 
had  plenty  of  fans  in  34  countries  — 
and  spawned  nearly  1(K)  anthologies,  a 
stage  musical  and  a  TV  series. 

Column  Readers 
Raise  Nearly  $60G 

“np  HANKS  A  MILLION”  columnist 

JL  Percy  Ross  asked  his  readers  to 
help  him  raise  $10,0(X)  to  buy  a  service 
dog  for  a  paralyzed  Iowan  named 
Jalayne  Noonan. 

Instead,  readers  contributed  nearly 
$60,000  —  meaning  five  other  people 
will  also  get  a  companion  canine. 

Ross  gives  away  money  via  his 
Creators  Syndicate  column. 
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From  The  Web 
To  Newspapers 

A  COMIC  PANEL  that’s  been  appear¬ 
ing  on  the  Internet  since  last  year  is 
now  being  offered  to  newspapers. 

Each  installment  of  “The  Joke’s  On 
You’’  features  two  captions:  one  by  car¬ 
toonist  Phil  Ryder  and  one  by  readers. 

The  self-syndicated  Ryder  (850-484- 
8622)  is  based  in  Pensacola,  Fla. 

‘Game  Of  Day’ 
Offered  Online 

An  interactive  “game  of  the 

Day”  is  being  offered  to  online 
newspapers  and  news  agencies. 

The  online  feature  can  be  seen  at 
htt  p  ://go .  bonus .  com/gotddemo . 


Grimmy,  the  canine  star  of  the  "Mother  Goose  and  Grimm"  comic  by  Mike  Peters  of 
Tribune  Media  Services,  is  appearing  on  the  side  of  a  Houston  Chronicle  delivery  truck. 
Peters,  by  the  way,  recently  completed  the  5,000th  installment  of  his  '14-year-old  strip. 


Child,  Diversion,  Family  Circle,  Spirit  i  columnist  Gene  Amole,  has  been  pub- 
and  Working  Mother.  i  lished  by  Johnson  Books. 


Ash  Added  To 
Food  Package 


Creators  Receive 
Plethora  Of  Prizes 


KRT  Has  New 
Design  Editor 

Knight  ridder/tribune  News 
Service  has  named  Debra 
Leithauser  design  editor  of  its  special 
sections  pages. 

Leithauser  was  most  recently  assis¬ 
tant  editor  of  the 
Orlando  Sen¬ 
tinel's  Sunday  ma¬ 
gazine. 

KRT  also  pro¬ 
moted  Jane  Mc¬ 
Donnell  to  deputy 
editor/special  sec¬ 
tions  and  Michelle 
Buzgon  to  deputy 
news  editor.  Debra  Leithauser 


JOHN  ASH  HAS  been  added  to  the  Los 
Angeles  Times  Syndicate’s  “Food- 
Styles”  package. 

The  Californian  is  a  chef  and  cook¬ 
book  author  who  has  also  appeared  on 
TV  and  radio. 

‘Dinette ’-less  In 
Seattle  No  More 

The  dinette  set”  was  reinstated 
in  the  Seattle  Post-Intelligencer 
after  reader  protests. 

The  comic  panel  is  by  Julie  Larson  of 
King  Features  Syndicate. 

Cartoon,  Column 
Collections  Out 


‘PageUp’  Split  Up 
Into  Two  Packages 

The  new  YORK  Times  Syndicate’s 
“  PagelJ p  ”  entertainment/lifestyle 
package  has  been  divided  into  two  sep¬ 
arate  entities. 

One  is  “StarBeat,”  which  includes  four 
entertainment  features  a  week  (with 
art)  and  the  “Face  Value”  cartoon  done 
alternately  by  Ricardo  Castaneda  and 
Vance  Lehmkuhl. 

The  other  is  “Life  Beat,”  which 
includes  five  lifestyle,  consumer  and 
how-to  features  a  week  (with  art).  Some 
are  original  pieces  and  others  are 
excerpted  from  magazines  such  as 


A  COMPANION  BOOK  to  the  cur¬ 
rent  Pat  Oliphant  exhibit  at  the 
Library  of  Congress  has  been  published 
by  Andrews  McMeel  Universal. 

Oliphant’s  Anthem  includes  editorial 
cartoons  and  other  artistic  works,  an 
interview  with  the  Universal  Press 
Syndicate  creator  and  a  foreword  by 
Bob  Dole. 

In  other  book  news,  Rutledge  Hill 
Press  has  published  two  collections  by 
United  Feature  Syndicate  cartoonists, 
j  They  are  Peace  of  Mind  is  a  Blanket 
I  That  Purrs  by  “Rose  is  Rose”  creator  Pat 
I  Brady  and  Sometimes  You  Just  Have  to 
:  Make  Your  Own  Rules  by  “Luann”  cre- 
j  ator  Greg  Evans. 

I  And  Amole  One  More  Time,  a  collec- 
:  tion  by  Denver  Rocky  Mountain  News 


A  NUMBER  OF  syndicated  people 
and  features  have  recently  won 
awards. 

The  “Betty”  comic  by  Gary  Delainey 
and  Gerry  Rasmussen  of  Newspaper 
Enterprise  Association  has  received  the 
Religious  Public  Relations  Council’s 
Wilbur  Award. 

Another  NEA  strip,  “Arlo  &  Janis”  by 
Jimmy  Johnson,  has  won  the  American 
Academy  of  Dermatology’s  Gold 
Triangle  Award  for  raising  awareness  of 
skin  cancer. 

A  Los  Angeles  Times  Syndicate  comic, 
“9  Chickweed  Lane”  by  Brooke 
McEldowney,  has  been  honored  by  Ark 
Trust  for  raising  awareness  of  animal 
rights. 

Mike  Ramirez  of  the  Los  Angeles 
Times  and  Cxtpley  News  Service  has 
won  a  first-place  award  for  editorial  car¬ 
tooning  in  the  Los  Angeles  Press  Club’s 
Southern  California  Competition. 

Nick  Anderson  of  the  Louisville 
Courier-Journal  and  Washington  Post 
Writers  Group  has  received  a  first-place 
Gannett  Award  for  editorial  cartooning. 

Several  syndicated  columnists  made  a 
list  of  the  “top  100  business  journalists” 
in  the  Journalist  and  Financial 
Reporter.  They  included  Jane  Bryant 
Quinn  and  Robert  Samuelson  of 
WPWG,  Jane  Applegate  of  Creators 
Syndicate,  and  others. 

And  Kent  State  student  Patrick 
O’C^onnor  has  won  the  Association  of 
American  Editorial  Cartoonists/John 
Locher  Memorial  Award,  which  is 
named  after  the  late  son  of  Tribune 
Media  Services  cartoonist  Dick  Locher. 
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It’S  the  Who,  What,  Where,  When 


All. the  News  Is  Fit  to  Print: 

PrrtfUe  uf  a  Country’  Editor 
By  c:iiad  Stcbbins 
University  of  Missouri  Press 
I  Columbia,  MO  6S2()1 

184  pages,  $24.9S. 


SYNDICATED  COLUMNISTS  MADE 
trips  to  Lamar,  Mo.,  to  interview 
Arthur  Aull,  the  dean  of  “country 
yellow”  journalism  early  in  the  century. 
Life  and  Time  paid  tribute  to  him. 

Unlike  most  rural  editors,  Aull 
refused  to  use  “boiler  plate”  copy,  pre¬ 
plated  material  available  from  out-of- 
town  sources.  Aull  wanted  only  origi¬ 
nal  material  in  his  paper,  the 
Democrat,  in  Lamar,  the  birthplace  of 
Harr}' Truman  120  miles  south  of 
Kansas  City. 

The  portly  Aull  had  two  other 
axioms;  the  more  personal  the  story 
the  better;  and  the  more  scandalous 
and  prurient  the  story  the  better. 

Aull  had  no  problem  with  slow  days. 
He  would  go  rooting  for  news  and  fea¬ 
tures.  He  would  expand  on  a  sexual 
assault  trial  to  discuss  the  evidence, 
such  as  panties,  as  he  did  in  one 
instance,  or  be  rather  graphic  on  the 
nature  of  sodomy.  On  one  particularly 
slow  day  he  decided  to  do  a  feature  on 
the  local  undertaker  and  all  the  details 
of  his  work. 

Aull  began  ever}’  day  with  a  shave  in 
the  barber  shop  where  he  latched 
onto  the  latest  gossip.  No  divorce  or 
suicide  was  ignored.  And  he  would 
name  juvenile  offenders. 

Author  Stebbins  says  AuH’s  divorce 
stories  “contained  many  shocking  state¬ 
ments  of  an  extremely  personal  nature. 
He  disclosed  every  prurient  detail.” 

One  headline  said, “She  Wanted  a 
Divorce,  and  She  Wanted  It  Bad.” 

He  followed 
up  word  of  a 
suicide  by 
going  to  the 
scene  in 
order  to  bet¬ 
ter  develop 
the  details. 
Who 

wouldn’t  read 
his  stories  on 
unfortunate 
humanity, 
such  as  those 


with  headlines  like  “Murderer  Found 
Naked  and  Mangled”  and  “He  Was 
Eaten  By  Hogs”? 

An  in-depth  study  of  the  personality 
of  the  man  is  presented  in  a  chapter 
recalling  a  local  lynching.  Deeply  out¬ 
raged,  Aull  could  not  muster  enough 
moral  courage  to  try  and  stop  the 
developments  and  resolved  just  to 
cover  the  story. 

The  book  gets  into  local  politics  as 
Aull  serves  on  boards  and  councils, 
several  times  running  against  factions 
sponsored  by  the  Wyatt  Earp  family. 

Stebbins  is  associate  professor  of 
journalism  at  Missouri  State  College  in 
Joplin. 


News  Is  a  Verb 
By  Pete  Hamill 
Ballantinc 
201  E.  50th  St.“ 
New  York,  NY  10022 
102  pages;  $8.98. 


IN  THE  1930s  and  1940s  there 
were  the  Big  Little  Books. Thick  lit¬ 
tle  volumes,  3'/2  x  4'/2  inches  with 
a  captioned  picture  across  from  each 
page  of  text,  and  selling  for  a  dime, 
they  were  influential  in  teaching  chil¬ 
dren  to  read. 

Now  there  is  a  new  trend  of  short 
or  brief  books  of  a  mere  100  pages  for 
adults,  because,  perhaps  influenced  by 
TV,  adults  now  have  the  reading  atten¬ 
tion  span  of  juveniles. 

These  new  short  books  are  mostly 
by  celebrities.  One  such  celebrity  is 
media  legend,  Pete  Hamill. 

A  problem  with  Hamill’s  newest 
book  is  not  that  it  is  short  but  that  it  is 
not  short  enough.  About  10  pages 
would  be  enough  for  what  he  has  to 
say. 

Written  with  a  quiet  passion,  much 
of  the  book  is  a  statement  of  the  obvi¬ 
ous,  such  as  newspapers  must  change 
and  papers  should  be  delivered  on 
time  before  people  leave  for  work. 

Hamill,  who  has  been  a  reporter, 
columnist,  editor  for  40  years  and  a 
best-selling  novelist  {Snow  in  August), 
perhaps  has  earned  the  right  to  quiet¬ 
ly  pontificate. 

Yet  some  of  the  book  comes 
through  as  sour  grapes,  as  he  seems  to 
be  referring  to  his  unfulfilled  dreams 
for  the  New  York  Daily  News  where 
he  was  briefly  editor  in  chief.  As  editor 


he  slowed 
stories  of 
Donald 
Trump 
(whom  he 
calls  “brain 
dead”)  to  a 
trickle.  “After 
I  was 
canned,” 
Hamill  says, 
“Trump  ‘sto¬ 
ries’  came 
back  in  a 

He  criticizes  new  genres  in  newspa¬ 
pers,  such  as  necrojournalism,  a  preoc¬ 
cupation  with  death,  particularly  that 
of  celebrities.  The  Daily  News  went 
on  and  on,  as  other  papers  did,  he 
notes,  with  the  death  of  Princess  Di, 
including  having  a  35-page  supple¬ 
ment  on  her  in  the  final  Sunday  paper 
of  the  year.  He  says  editors’  great  fear 
is  that  Frank  Sinatra,  Ronald  Reagan, 
Bob  Hope,  Boris  Yeltsin  and  the  Pope 
would  die  the  same  day.  Since  Hamill 
wrote  the  book,  Sinatra  passed  on  and 
was  accorded  the  full  necrophilia 
treatment  with  special  sections. 

Hamill  explains  the  book’s  title. 
News  Is  a  Verb:  For  a  news  story  to  be 
a  good  one,  he  says, “the  proper  noun 
is  not  enough;  there  must  be  a  verb.” 
To  be  news, “celebrities  must  do  some¬ 
thing,”  and  further, “they  must  do 
something  that  is  surprising,  interest¬ 
ing,  or  new,”  such  as  throwing  some¬ 
body  under  a  bus  or  taking  a  sales¬ 
clerk  job. 


Mayhem;  Violence  as 
Public  Entertainment 

B}  Sissela  Bok 
Addison-Wesley 
1  Jacob  W^y 
Reading,  MA  01867. 


The  media  may  have  a  greater 
role  in  fostering  violence  in 
society  than  they  think,  a 
Harvard  researcher  believes. 

Most  would  concede  that  covering 
violence  is  a  part  of  the  media’s 
responsibility'  of  letting  readers  know 
what  is  happening  in  the  world.  But  is 
greed  a  factor  as  media  look  another 
way  when  oversized  ads  hyping  the 
latest  violent  movie  is  offered? 


PETE 
HAMILL 
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BY  HILKY  WARD 


of  titles  to  choose  from 


Bok  suggests  that  the  same  philoso¬ 
phy  permeating  tobacco  promotion  is 
also  reflected  in  media  movie  ads.  She 
argues  for  “a  more  careful  examination 
of  possible  links  between  revenues 
from  advertisements  for  violent  films 
and  television  programs.” 

She  asks:  “How  influential  are  tie-ins 
between  newspaper  chains,  maga¬ 
zines,  and  TV  stations?  What  pressures 
arise,  for  magazines  and  newspapers, 
from  the  fact  that  advertisements  of 
violent  films  and  TV  programs  are 
sources  of  their  daily  revenue?  To 
what  degree  is  such  advertising 
immune  to  criticism,  in  the  same  way 
that  revenues  from  tobacco  advertis¬ 
ing  long  hindered  reports  on  the 
effects  of  smoking?” 

She  believes  appealing  to  the  First 
Amendment  as  a  means  of  instilling 
fear  of  censorship,  which  thus  encour- 
ages  inaction, 
is  misleading, 
f  “The  First 
I  Amendment 
I  concerns 
!  restriction  of 
speech  by 

*""‘******  government, 

not  by  citi¬ 
zens,”  she 
says. 

“Framing 
the  debate 

S  i  SS  E  L  ^  B  0  K  J  , 

responses  to 
media  vio¬ 
lence  as  solely  about  censorship  is  not 
only  inaccurate  but  damaging  to  the 
very  values  the  First  Amendment  seeks 
to  protect.” 

She  calls  for  a  broader  debate  on 
violence  in  media  and  mobilizing 
diverse  groups  around  a  common 
cause.  She  cites  other  governments’ 
roles  in  sponsoring  studies,  education 
programs  and  encouraging  volunteer 
efforts  to  curb  the  tidal  wave  of  vio¬ 
lence  in  the  media  that  is  sweeping 
over  young  people. 

She  acknowledges  the  entertain¬ 
ment  value  of  violence,  from  the  early 
gladiator  bouts  to  modern  action 
movies.  But  she  would  like  to  see  ad 
campaigns  develop  promoting  higher 
values. 

Bok,  who  has  taught  philosophy  at 
Brandeis  University,  is  a  fellow  at  the 
Harvard  Center  for  Population  and  De¬ 
velopment  Studies. 


A  range  of  topic: 

OUTSIDE  INTEREST&HOBOV 


ASY  NAVIGATING 

online  transacticiis 


10% 

Oft  Mi  SaECnmS  AU  THE  TM[ 

iiiniiiw.inediainfo.Goiii/store 
BOOK 

STORE 

Browse  and  order  online  at 

www.mediainfo.com/store  or  call  (800)  BOOKS  NOW  or  (800)  266-5766  or 
to  order  by  mail:  send  checks  payable  to  “Books  Now”  along  with  your  name, 
shipping  address  (no  PO  Boxes)  and  phone  number  to: 

Books  Now,  E&P  Book  Store,  6600  W.  Charleston  Blvd.,  Las  Vegas,  NV  89102 


June  20, 1998 


http  ://www.  mediainfo  .com 


Editor  &  PuBUSHER  103 


LEGAL  BRIEFS 


Bad  Bookkeeping  Isn’t  Fraud,  Lawyer  Says 


An  attorney  for  a  weekly  publisher  charged  with 
fraud  says  the  bad  checks  his  client  wrote  were  a 
case  of  poor  bookkeeping  and  not  deception. 

Attorney  David  Nowak  said  during  a  pretrial  confer¬ 
ence  that  Michael  Dion  Stenneski,  21,  would  plead  inno¬ 
cent  to  fraud  of  a  financial  institution,  a  Class  C  felony, 
and  check  deception,  a  Class  A  misdemeanor,  for  report¬ 
edly  writing  more  than  $4,000  worth  of  bad  checks. 

Stenneski,  who  gained  attention  as  one  of  the  country’s 
youngest  newspaper  publishers  when  he  bought  the 
weekly  Hope  Star  Journal  and  then  the  weekly  Tri- 
County  News  in  Edinburg,  Ind.,  will  go  to  trial  Aug.  1 1.  He 
is  free  on  $5,505  bond. 

The  fraud  charges  stem  from  1 3  checks  Stenneski 


deposited  with  Irwin  Union  Bank  that  were  drawn  on  the 
paper’s  business  account  with  the  Blue  River  Federal 
Savings  Bank.The  checks,  deposited  Nov.  21  through  Dec. 
8  and  totaling  $4,636.10,  were  returned  for  insufficient 
funds.The  deception  charge  stems  from  a  check  to  Wal- 
Mart  for  $26.27  that  was  returned  due  to  insufficient 
funds. 

Stenneski  has  repaid  all  the  money  linked  to  the 
charges  but  still  owes  about  $1,300  for  checks  written 
after  charges  were  filed,  Nowak  said. 

Stenneski  sold  the  Hope  Star  Journal  back  to  its  for¬ 
mer  owner  in  January.  The  status  of  the  Tri-County  News 
is  pending  due  to  a  civil  case  in  which  Stenneski  has 
been  sued  for  breach  of  contract.  —  AP 


Coshy  jury  info 
stays  public 

A  SANTA  MONICA,  Calif.,  judge  has 
rejected  a  defense  attorney’s 
claim  that  revealing  the  identities  of 
jurors  in  trial  involving  the  murder  of 
actor  Bill  Cosby’s  son  would  create  a 
“circus”  atmosphere  resembling  the 
O.J.  Simpson  trials. 

Superior  Court  Judge  David  Perez 
ordered  juror  questionnaires  to  be 
open  to  the  public  in  the  trial  of 
Ukrainian  immigrant  Mikail  Markhasev, 
charged  with  shooting  to  death  and 
robbing  Ennis  Cosby  on  a  deserted  Los 
Angeles  highway  last  year.  However,  he 
said  he  would  consider  removing  the 
questionnaires  of  jurors  who  ask  to 
hide  their  identities. 

Markhasev's  lawyer,  Henry  Hall, 
feared  a  repetition  of  the  Simpson 
murder  trial,  when  some  jurors 
became  unwilling  celebrities  and  “cas¬ 
tigated,”  Hall  said.  Disclosing  their 
names  creates  an  expectation  by  jurors 
that  they  will  be  called  “brain  dead” 
and  “stupid”  if  they  don’t  convict 
Markhasev,  he  added  in  an  argument 
supported  by  the  prosecution. 

Attorney  Kelli  Sager,  who  represent¬ 
ed  the  Los  Angeles  Times  and  other 
news  organizations,  dismissed  Hall’s 
fears  as  unfounded.  For  one  thing,  she 
pointed  out,  the  courtroom  was  only  a 
third  full  at  the  beginning  of  jury  selec¬ 
tion.  She  also  questioned  whether 
Simpson’s  jurors  really  had  been  intim¬ 
idated  since  acquitting  him. 

“Jurors  may  get  criticized  by  the 
media,  but  that’s  the  way  the  system  is 


set  up,”  she  noted. 

The  Times  reported  that  Bill  Cosby 
would  not  attend  the  trial. 

Jury  selection  began  early  this 
month  from  an  initial  panel  of  145  per¬ 
sons.  Only  one  of  the  first  75  ques¬ 
tioned  asked  to  have  some  personal 
information  deleted  from  his  question¬ 
naire. 

Subpoena  safety 
in  Minnesota 

Reporters  WILL  be  able  to  gather 
notes,  photographs  and  videotape 
without  fear  the  material  will  be  sub¬ 
poenaed  for  criminal  prosecutions  and 
lawsuits.  Gov.  Arne  Carlson  declared  in 
allowing  a  clarification  of  the  so-called 
media  shield  law  to  take  effect  without 
his  signature. 

He  did  so  with  reservations,  saying, 
in  a  letter  to  Secretary  of  State  Joan 
Growe,  “Granting  this  law’s  special  pro¬ 
tection  to  the  news  media  would  be 
more  palatable  if  it  were  a  profession 
that  adhered  to  a  strict  code  of  journal¬ 
istic  conduct.” 

The  bill,  which  overwhelmingly 
passed  the  Legislature,  clarifies  that 
unpublished  notes  and  photographs 
and  unaired  videotapes  are  protected 
from  subpoena.  Current  law  protects 
reporters’  confidential  sources. 

For  two  decades  the  courts  allowed 
reporters  to  withhold  material  they 
gathered  while  covering  stories.  But  in 
recent  years,  judges  have  frequently 
required  journalists  to  appear  in  court 
or  hand  over  unpublished  materials. 


KARE-TV  in  Minneapolis  gets  25  to  30 
subpoenas  a  year. 

“This  just  brings  Minnesota  back 
into  the  mainstream.  It  doesn’t  do  any¬ 
thing  radical  or  new,”  said  Mark 
Anfinson,  a  lawyer  for  the  Minnesota 
Newspaper  Association. 

The  new  taw  in  Minnesota  doesn’t 
provide  absolute  protection.  Re¬ 
porters  who  are  the  only  source  of 
critical  evidence  could  still  be 
subpoenaed.  —  AP 

Judge  opens 
cable  records 

The  ASHEVILLE  (N.C.)  CITIZEN- 
Times  has  a  right  to  inspect 
records  documenting  payments  made 
by  the  local  cable  company  for  use 
of  the  public’s  right-of-way,  a  judge 
ruled. 

Judge  Claude  Sitton  ordered  the 
records  be  turned  over  immediately. 

The  Citizen-Times  sued  the  city  of 
Asheville  in  February  to  open  the 
records  as  part  of  its  reporting  on 
negotiations  over  a  city  cable  fran¬ 
chise.  The  newspaper  argued  that  the 
records  are  needed  to  determine 
whether  the  cable  franchise  holder 
may  have  underpaid  public-use  fees 
due  to  the  city.  A  report  from  a  cable 
consultant  hired  by  the  city  to  renego¬ 
tiate  the  cable  franchise  contract  found 
more  than  $528,000  in  unpaid  fran¬ 
chise  fees  for  1992-1995. 

The  city  claimed  that  the  records 
were  not  public,  citing  state  tax  laws 
intended  to  protect  the  privacy  of  tax¬ 
payers.  —  AP 
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A  circulation  director  of  a  major 
metro  made  the  case  for  ABC  reports  to 
include  readership  surveys  document¬ 
ing  audience  demographics.  As  it’s  cur¬ 
rently  set  up,  segmentation  reporting 
will  only  reflect  a  segment  of  a  seg¬ 
ment. 

Newspapers  want  to  tell  their  adver¬ 
tisers  what  percentage  of  various  demo 
graphic  groups  newspapers  reach. 
Reporting  incomplete  segment  circula¬ 
tion  totals  will  leave  advertisers  with 
incomplete  numbers  they’ll  have  to 
interpret.  Surveys,  on  the  other  hand, 
can  establish  a  paper  reaches,  for  exam¬ 
ple,  50%  of  the  senior  citizens  in  the 
city  zone  that  receives  the  paper. 
Segment  reporting  only  enables  a  paper 
to  say,  for  example,  2,250  senior  citizens 
subscribe. 

Individual  segments  will  not  be  iso 
lated  in  applying  the  4%  maximum 
allowable  nonpay;  the  4%  limit  contin¬ 
ues  to  apply  to  total  home  deliver)'  cir¬ 
culation. 

Segments  will  not  have  to  be  unique¬ 
ly  priced  to  be  reported  separately.  This 
means  the  basic  rate  being  uniform  for 
all  segtments  has  no  effect  on  breaking 
them  out  on  ABC  reports. 

However,  if  a  segment  has  a  reduced 
basic  price,  papers  sold  at  that  price  do 
not  have  to  be  reported  as  discounted 
sales. 

Additional  audit  time  to  test  segmen¬ 
tation  will  depend  on  the  number  of 
segments  defined,  the  number  of  prices 
offered  and  the  publisher’s  record  keep¬ 
ing. 

If  the  pricing  structure  is  simple  and 
records  are  sound,  additional  costs  will 
be  negligible,  the  spokesman  said. 

The  modified  market  segment  pric¬ 
ing  rules  will  be  on  the  agenda  of  ABC’s 
board  meeting  in  July.  In  the  interim, 
the  task  force  will  continue  to  study 
other  alternatives  related  to  marketing 
flexibility,  including  various  reporting 
options. 

Should  the  proposed  rules  receive 
second  and  final  passage  in  July,  the 
board  will  set  a  date  to  put  them  into 
effect. 

For  the  time  being,  observers  who 
thought  segmentation  would  lead  to 
further  discounting  of  basic  rates  will 
have  to  look  for  another  ride.  It  will 
probably  come.  We  live  in  an  era  when 
communism  collapsed,  bringing  the 
Berlin  Wall  with  it.  This  could  be  the 
year  someone  smashes  Roger  Maris’ 
homerun  mark  of  61.  The  50%  discount 
line  for  basic  prices  can’t  be  far  behind. 
Cioing,  going _ 


Continued  from  page  17 

desire  to  support  his  home  town. 

In  each  of  its  markets,  the  Call  and 
Post  competes  for  the  attention  of  the 
African-American  community.  In 
Cincinnati,  it  faces  Sesh  Commu¬ 
nications’  Cincinnati  Herald.  In 
Columbus,  former  Call  and  Post  staffers 
publish  the  Columbus  Post  on  Sundays. 
And  in  Cleveland,  a  free,  tabloid  month¬ 
ly,  Cleveland  Life,  converted  to  weekly 
frequency  in  April. 

After  the  auction,  Cleveland  Life 
chief  executive  officer  Louis  Reyes  Jr. 
welcomed  King  and  said  he  was  glad 
the  Call  and  L^st  survived.  Reyes  said 
he  started  Cleveland  Life  four  years  ago 
—  after  he  approached  members  of  the 
Bustamante  family,  which  owned  the 
Call  and  Post,  to  buy  it  but  was 
rebuffed. 

Reyes  said  Cleveland  Life  distributes 
35,000  copies  a  week  free  from  racks. 
Unlike  the  Call  and  f^st,  which  focus¬ 
es  on  the  inner  city,  he  said,  Cleveland 
Life  is  more  popular  in  suburban  com¬ 
munities. 

“We’re  finding  that  advertisers  recog¬ 
nize  the  value  of  our  audience,”  he  said. 
“African-American  household  income  is 
growing.” 

The  Call  and  Post  traces  its  lineage 
back  to  the  Cleveland  Call,  founded  in 
1919.  Under  publisher  William  O. 
Walker,  who  guided  the  paper  from 
1932  until  his  death  in  1981,  it  was 
known  for  its  Republican  politics.  Page 
One  crime  coverage  and  extensive 
reporting  on  the  social  and  religious 
activities  of  Cleveland’s  African- 
Americans. 


Love  Letters 

Continued  from  page  52 

more  he  read,  the  more  interested  she 
became.  He  got  down  on  both  knees 
and  popped  the  question. 

Stooks,  a  regional  marketing  officer 
with  the  Bank  of  America,  said  she  was 
not  surprised  that  he  proposed  via  the 
column,  because  he  had  talked  about  it. 

“I  was  pleased  but  not  completely 
surprised.  I  love  the  way  he  did  it.  I  love 
the  way  he  spelled  the  words  going 
down.  1  think  that  was  creative  and  I 
particularly  like  that  part  of  it,”  said 
Stooks. 

“It  was  a  wonderful  way  because  no 
one  else  can  really  do  it  that  way.  There 
are  ver)’  few  people  who  would  be  able 
to  do  it  in  a  newspaper  and  he  had  that 
flexibility,  so  it  was  ver)'  uniquely  him,” 
said  Stooks. 


Propane 

Continued  from  page  26 

be  a  little  better.”  He  said  LNG  bums 
better  because  it’s  not  as  explosive  as 
the  pressurized  gas.  The  liquid  is  more 
easily  refilled  than  CNG,  though  its  very 
low  temperature  must  be  maintained. 

To  the  north,  in  the  middle  of  an 
ozone  nonattainment  area  stretching 
from  San  Francisco  Bay  to  the  Nevada 
desert,  the  Sacramento  Bee  is  a  little 
more  optimistic  about  natural  gas. 

“Holding  up  well”  since  1994  but  offer¬ 
ing  very  limited  range,  the  Bee's  one-ton, 
CNG-powered  Chiy'sler  van  was  “primari¬ 
ly  purchased  ...  to  see  how  well  it 
woiked,”  said  post-press  manager  Scott 
Nielsen.  The  paper  also  has  used  two  one- 
ton  propane-powered  vans  since  1990. 

Nielsen  said  the  Bee  is  waiting  to  see 
what  regulations  will  demand  or  allow 
before  any  decision  is  made  on  alterna¬ 
tive  fuels.  “It’s  a  huge  expense  to  con¬ 
vert  a  fleet  the  size  of  ours  to  alterna¬ 
tive  fuel,”  said  Nielsen.  The  paper  runs 
about  110  trucks  and  60  cars. 

The  cost  of  a  fueling  facility  alone,  he 
said,  would  be  “enormous.”  For  now,  the 
paper  already  has  propane  on  site  for  its 
fork  lifts  and  goes  off  site  to  refuel  its 
CNG-powered  v'an. 

Nielsen  said  the  Bee  would  more  like¬ 
ly  convert  to  natural  gas  than  propane, 
and  would  want  both  CNG  and  LNG 
(not  for  the  same  vehicle).  He  also  noted 
that  LNG  (which  offers  greater  range) 
can  be  converted  on  site  to  CNG  when 
needed,  and  that  CNG  storage  cylinders 
in  the  future  may  support  higher  pres¬ 
sures  that  can  hold  enough  gas  to 
achieve  satisfactor)’  range. 

So  far,  LNG  is  primarily  used  by 
heavy-duty  trucks  and  locomotives, 
according  to  Bradley  at  Tampa’s  Center 
for  Urban  Transportation  Research. 

For  the  bigger  tmcks,  diesel  doesn’t 
have  to  mean  dirty.  Alternatives  are  under 
development  for  the  kinds  of  engines 
used  in  the  tractor  trailers  run  by  the 
Times  and  other  large  papers.  Rigs  don’t 
even  have  to  mn  on  petroleum-based 
diesel  fuel.  In  addition  to  its  conventional 
diesel  products,  Cummins  Engine  Co.  is 
seeing  increasing  sales  of  heavy-duty 
propane  and  natural  gas  engines. 

Several  other  companies  are  working 
on  technologies  that  enable  diesel 
engines  to  bum  both  diesel  oil  and 
propane  or  natural  gas.  “1  think  that’s  a 
better  way  to  go,”  said  the  Times'  Thomas. 

In  contrast  to  the  spark  ignition 
required  for  propane  or  natural  gas-only 
engines,  said  Joseph  Wagner,  senior  pro¬ 
ject  manager  for  the  New  York  State 
Energy  Research  Development 
Authority',  such  a  conversion  “maintains 
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the  diesel  engine’s  thermal  efficiency.” 

These  are  not  the  conversion  kits 
with  fairly  simple  controls  of  a  few 
years  ago,  said  Wagner,  noting  that  the 
latest  diesel  engines  rely  on  electronic 
fuel  controls.  Because  such  engines  use 
the  pressure-ignition  of  diesel  to  in  turn 
ignite  the  propane,  a  certain  minimal 
diesel  flow  and  burn  is  required  to 
serve  as  the  propane’s  “pilot  light.” The 
problem  has  been  that  the  pilot  flow  is 
sufficient  to  support  idling  and  near- 
idle  operation.  So,  even  though  at  high 
speeds  less  than  15%  of  the  fuel  con¬ 
sumed  may  be  diesel,  a  bus  barely  mov¬ 
ing  through  city  traffic  can  run  on  the 
diesel  pilot  flow  alone,  subverting  the 
purpose  of  a  two-fuel  design  in  a  locale 
where  its  benefits  are  most  needed. 

“These  seem  to  be  credible  claims,” 
Wagner  said  of  the  new,  more-sophisti¬ 
cated  two-fuel  designs  for  conversion 
or  incorporation  in  manufacturing.  He 
said  that  instead  of  a  spark,  conversions 
are  able  to  use  a  tiny  amount  of  diesel  at 
a  higher  injection  pressure,  along  with 
other  technical  advances,  to  maintain 
propane  combustion. 

Meanwhile,  an  entirely  different 
approach  is  being  taken  in  Florida  —  one 
that  Bradley  said  is  not  recognized  as  a 
clean  alternative  by  the  EPA  and  doesn’t 
exactly  thrill  the  Department  of  Energy. 

Known  as  bio-diesel,  it  is  a  fuel 
derived  from  cooking  grease  recovered 
primarily  from  fast-food  restaurants. 
Bradley  said  bio-diesel  can  be  mixed 
with  or  substituted  entirely  for  petrole¬ 
um-based  diesel  fuel. 


Appeals 
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said  was  the  press  it  originally  sought  to 
buy. 

It  further  alleged  that  Goss  knew  but 
failed  to  disclose  that  the  press  was  “still 
under  development”  and  contained 
many  components  “that  differed  signifi¬ 
cantly  from  those  used  in  the 
Metroliner.  .  .  .”  The  press  control  sys¬ 
tem,  for  example,was  cited  as  “a  radical 
departure  from  . . .  systems  used  in  earli¬ 
er  Goss  models.” 

For  its  part,  Goss  points  to  mention 
of  its  New  Technology  Control  System 
within  technical  specifications  append¬ 
ed  to  and  part  of  the  agreement.  Even 
so.  Daily  News  contends  it  could  have 
reasonably  relied  on  Goss’  assertions 
that  the  presses  were  proven,  arguing 
that  a  new  product  is  not  necessarily  an 
unproven  one,  and  that  “the  concepts 
are  not  mutually  exclusive.”  Goss 
replied  that  in  cases  where  alleged  mis¬ 
representation  is  expressly  contradict- 
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ed  by  a  contract,  “New  York  courts  uni¬ 
formly  hold  that  there  can  be  no  rea¬ 
sonable  reliance  as  a  matter  of  law.” 

In  addition  to  problems  related  to 
these  complaints.  Daily  News  said  Goss 
failed  to:  align  its  presses  properly, 
mount  them  as  required,  conduct  a  thor¬ 
ough  check-out  and  provide  functional 
decking,  railings  and  ladders  for  the 
tower  presses.  Repeated  failures  and 
undiagnosed  malfunctions,  according  to 
the  plaintiff,  were  responsible  for 
reduced  productivity,  delayed  distribu¬ 
tion  and  lost  readers  and  advertisers. 


Atlas 
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Ave.,  and  prefixes  (East,  West,  etc.)  help 
the  search  but  are  not  required. 

♦  If  you  enter  a  street  name  without 
a  house  number  or  a  cross  street,  the 
database  randomly  picks  a  point  on  that 
street. 

♦  If  you  leave  the  Street  field  blank, 
the  site  looks  up  the  center  of  the  city 
or  ZIP  code  you  specify. 

To  plan  a  route,  click  on  the  “Routes” 
icon,  either  on  the  introductory  page  or 
on  a  locator  map  you  have  created.  The 
system  prompts  you  to  specify  a  start¬ 
ing  and  ending  location.  You  also  can 
specify  that  you  want  the  fastest  route 
in  driving  time,  the  shortest  route  in 
miles,  or  a  route  that  either  favors  or 
avoids  highways. 

The  system  then  displays  a  map  high¬ 
lighting  the  proposed  trip.  It  also  pro¬ 
vides  turn-by-turn  directions.  There  is 
even  an  option  to  have  the  database 
create  inset  maps  for  each  turn. 

Finally,  here  are  some  other  facts  about 
using  “Maps  On  Us”  in  your  reporting: 

1.  If  you  are  a  frequent  user,  you’ll 
want  to  register.This  is  free  and  it  allows 
you  to  file  a  profile  with  your  address, 
favorite  places,  your  last  map,  last  route 
and  so  on.The  only  downside  is  that  you 
have  to  remember  your  user  name. 

2.  The  site  also  links  to  yellow  pages, 
with  data  on  more  than  1 1  million  busi¬ 
nesses  in  the  United  States,  searchable 
by  category,  geographic  location  and 
business  name. 

3.  Additionally  linked  to  the  site  are 
weather  forecasts  for  cities  across  the 
country,  as  well  as  radar  and  satellite 
imagery. 


Shop  Talk 
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between  18  and  24  —  and  then  walk 
across  the  front  yards,  dropping  papers 
as  I  went.  I’d  walk  down  one  side  of  the 
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block,  back  the  other,  then  drive  to  the 
next  block  and  repeat  the  process. 

The  mild  winter  in  Minnesota  made 
my  delivery  time  relatively  speedy,  about 
90  minutes,  save  for  those  days  when 
deep  snow  covered  the  ground.  That 
added  another  40  minutes  to  my  route. 

Every  morning  I  looked  forward  to 
certain  rituals.  On  Rome  Avenue,  for 
instance,  I  always  liked  seeing  the  door¬ 
mat  that  read,  “Go  Away.”  A  block  down 
was  the  unseen  dog  that  greeted  me 
with  vicious  barking,  despite  my  best 
efforts  to  be  quiet.  And  then  there  was 
the  fenced  yard  where  I  practiced  my 
long-distance  shooting. 

Entering  through  the  gate  would  slow 
me  down,  so  I’d  quickly  take  aim  and 
launch  a  30-footer  at  the  “hoop,”  also 
known  as  the  top  step.The  Pioneer  Press 
requires  top-step  delivery,  unless  other¬ 
wise  specified  (i.e.,  under  the  frozen 
doormat).  So  if  my  aim  was  off.  I’d  have  to 
open  the  gate,  rebound  the  missed  shot 
and  lay  it  up.  After  a  few  weeks  I  was  hit¬ 
ting  about  60%  from  “beyond  the  arc.” 

I  also  took  many  long  shots  while 
walking  along  the  cleared  sidewalks 
when  the  snow  was  deep.  Three  of 
those  shots,  I  must  confess,  were  terri¬ 
ble.  One  landed  high  in  a  spruce  tree, 
one  on  a  roof,  and  the  third  slipped 
from  my  hand  and  went  screaming 
through  a  window.  I  thought  I  woke  the 
entire  neighborhood  with  that  errant 
toss,  but  when  the  customer’s  lights  did¬ 
n’t  come  on,  I  left  an  apologetic  note 
and  continued  my  route. 

Following  the  conquest  of  Rome,  I’d 
move  north  and  cover  three  parallel 
blocks  on  Saunders  Avenue.  It  was  rare 
when  I’d  actually  see  any  of  my  cus¬ 
tomers  on  the  two  streets,  but  they 
seemed  to  appreciate  my  efforts;  many 
sent  me  kind  cards  and  generous  tips 
during  the  holiday  season. 

Most  mornings  I  enjoyed  the  job.  I’d 
stride  along  and  plan  my  day,  or  ponder 
the  future,  or  just  daydream. 

Some  mornings  I  didn’t  enjoy  the  job. 
The  cold  would  sting,  the  darkness 
oppress,  and  the  neighborhood  streets 
would  seem  lonely  and  sad.  Or  perhaps  it 
was  me  who  was  lonely  and  sad.  On 
those  mornings  the  route  would  become 
a  penance  of  sorts. 

Eventually,  I  found  myself  too  sleepy  at 
school  to  continue  moonlighting.  So  I  left 
the  delivery  job  —  for  the  most  part.The 
habit  of  early  rising  is  not  easily  quelled, 
so  sometimes  Fd  still  pop  out  of  bed  in  a 
panic  and  grope  for  the  alarm  clock. 

For  a  moment  I’d  sit  and  think  about 
the  other  carriers  folding  the  papers, 
the  quiet  morning  walks,  the  money  I 
wasn’t  making.  Then  I’d  return  to  bed, 
and  merciful  rest. 
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FEATURES  AVAILABLE 

ENTERTAINMENT 


_ ASTROLOGY _ 

EVERYDAY  ASTROLOGY 
Daily  horoscopes  designed  to  integrate 
seemlessly  into  your  newspaper  web 
site.  We  do  oil  the  work  and  its  FREE! 
Call  Boldly  Interactive  (561 )  392-1817 
or  E-mail:  sales@boldly.com.  See  us  at 
Connections  (or  a  demo! 


Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 


_ AUTOMOTIVE _ 

CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  cor  care, 
auto  trivia/hislory.  (810)  573-2755. 

ENTERTAINMENT 

“HOaYWOOD  SCENE”: 

Classy  gossip  by  a  true  insider.  For 
details  call  (847)  446-4082. 


DEARLY  BELOVED,  a  true  story  weekly 
column.  Give  your  readers  what  they 
hunger  for:  Love  in  bloom.  For  Samples 
call  (800)  632-6055. 

F(X)D 

ABOUT  FOOD 

A  new  food  column  featuring  recipes, 
new  products  and  cooking  trends. 

(8 1 0)  751  -01 68/Avanti  1 054@aol.com 

HEALTH  &  FITNESS 

ARTICLES,  FILLERS,  graphics  and 
photos  all  inclusive.  Established  Stand- 
Alone/Monthly  health  &  fitness  news¬ 
paper  also  available  -  protected  ter¬ 
ritories.  FREE  marketing  and  technical 
support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 

(800)639-5484 
NEW  LIVING  NEWS  SERVICE 


_ HUMOR _ 

SLIGHTLY  OFF  SUPERMOMI  Syn¬ 
dicated  columnist  Deb  Di  Sandro  (847) 
639-1232.  www.niK.net/slighHyoff 

PUZZLES 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Coll  (800)  292-4308/(909)  766-761 7 


_ PUZZLES _ 

CAN  YOU  HACKEH? 

Variety  Puzzles  Since  1 981 
Free  Samples  --  Wide  Appeal 

(877)  201 -7630  Toll  Free 

RELIGION  NEWS 

FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 

(800)  257-4972 


Run  your  ad  for  12,  26  or  52  issues  to 
increase  awareness  while  benefitting  from 
our  low  contract  rates. 

CaU  (212)  675-4380  ext.  171,  173 


ANNOUNCEMENTS 


NEVYSPAPER  APPRAISERS 

'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(516)  379-2797/(813)  786-5930 

75  YEARS  OF  EXPERIENCE 
See  BoliHio-Cribb  &  Assoc, 
display  ad  this  page. 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


THOMAS  C.BOUTHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)421-9600 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.  (301 )  540-0636 
Tom  Sexton,  NE  (617)  545-61 75 
Wren  Barnett,  South  (704)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 


NEWSPAPER  BROKERS 

CASH  OUT.  Merger/ Acquisition.  Joint 
Venture.  Capitalization.  Restructuring. 
Reorganization.  JMPC.  Est.  1 983, 
(61 4)  889-9747.  www.jmpc.net 


DORA4AN  E.  CORDELL 
Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 

GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
AHanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  --  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)  807-7791  FAX  (602)  807-7795 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 

PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  5806 
Destin,  FL  32540-5806 
Phone/Fax  (850)  654-9807 


THOMAS  C.BOUTHO 
Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)421-9600 


NEWSPAPERS  FOR  SALE 

MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 

PROFITABLE  PAPER  with  great  poten¬ 
tial  for  sale  at  reasonable  price.  Com¬ 
bination  paid,  free  distribution  pub¬ 
lication  in  high  growth  tourist  market  of 
upper  Great  Lakes.  Great  opening  for 
someone  wanting  to  practice  true  com¬ 
munity  journalism  and  still  make  a  liv¬ 
ing!  Pressing  duties  call  current  pub¬ 
lishers.  Reply  to  Box  08530,  Editor  & 
Publisher. 


NEWSPAPER  BROKERS 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  33767.  No  obligation  of  course. 


JohnT.Cribb 


Bolitho-Cribb  Report:  www.cribb.com 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 
Bank  Tax,  Stock,  Assets 


Established  in  1923 
104  E.  Main  St.,  Ste.  104,  Bozeman, 
MT  59715  e-mail:  )cribb@imt.net 


Bolitho-Cribb 
&  Associates 

Newspaper  Brokerage 
&  Appraisal 

406-586-6621 

Fax  406-586-6774 


NEWSPAPERS  FOR  SALE 

PROFITABLE  WEEKLY  FOR  SALE  in 
Rcteky  Mountains.  Gross  sales  exceed 
I  million.  Excellent  location  in  growing 
area.  Serious  inquiries  only.  Reply  to 
Box  08540,  Editor  &  Publisher. 


SENIOR  MONTHLIES:  West  Coast 
$  1 ,500,000,  Nevada  $  1 00,000; 
FLORIDA:  Boating  Monthly  $135,000; 
Mayo  Communications,  (813)  971- 
2061. 


NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)  321-2673 


FAMILY  owned  newspaper  group  is 
expanding  and  seeks  to  acquire  news¬ 
papers,  hoppers,  printing  facilities, 
magazines  and  radio  stations.  Large 
down  payment  or  all  cash  is  available. 
All  replies  guaranteed  held  in  strict  con¬ 
fidence.  Reply  to  Jerry  or  Steve 
Edwards  at  Edwards  Publications,  1 25 
Eagles  Nest  Dr.,  Seneca,  SC  29678. 

(864)  882-3272 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 

6731  De.sco  Dr.,  Dallas,  TX  75225 
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ANNOUNCEMENTS 

NEWSPAPERS  WANTED 


NEWSPAPERS  WANTED 

IF  YOU  ARE  planning  to  sell  your 
newspaper  through  o  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 


FAX  your  od  to 
212  4929  ♦1259 


LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  1 50  publications,  including  55 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)  451-1520 

Desperation  is  a  feather  in  your  cap 

Beck 


NEWSPAPERS  WANTED 

TIMES-SHAMROCK  COMMUNICA¬ 
TIONS,  a  fourth  generation  family- 
owned  newspaper  and  radio  group,  is 
committed  to  growth  in  our  core  busi¬ 
ness.  We  are  particularly  interested  in 
daily  newspapers  between  8,000  and 
25,000  circulation.  All  replies  will  be 
treated  confidentially. 

Please  contact  George  Lynett,  1 49 
Penn  Avenue,  Scranton,  PA  1 8503. 
(717)348-9107 

PUBUCATIONS  FOR  SALE 

A&E  MONTHLY  in  Ashland,  Oregon. 
Eight  years  in  business.  Asking 
$85,000.  Call  George  Hulseman, 
(541)482-2037. 


PUBUCATIONS  WANTED 

WANT  TO  GET  OUT  BUT  CAN'T? 

Get  the  most  for  your  property.  Media 
executive  seeks  small  (under  $10M) 
underperforming/turnaround  quality 
media  entity  in  Zone  9.  Print/ 
Broadcast  or  combination  for  part¬ 
nership  and/or  acquisition.  Call  or  fax 
in  confidence  (51 0)  933-9395. 


TRADE  ASSOCIATIONS 

AMERICAN  ASSOCIATION  of  Inde¬ 
pendent  Newspaper  Distributors  -  an 
organization  for  the  professional.  For 
membership  or  sponsor  info:  (877) 
GO-AAIND,  fax:  (407)  774-6751  or 
write:  926  Great  Pond  Drive,  #1003, 
Altamonte  Springs,  FL  3271 4. 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fax 


AT  LAST  a  durable  low  cost  PALLET! 
Perfect  Pallets,  Inc.  has  a 
‘NEW*  Plastic  Pallet  made  with 
1 00'?&  recycled  materials. 

For  information  call  John  Rossmon 
(800)  841-1919 
FAX  (3 17)  924-6205 


HARRIS  1172-  10  into  1 
2  Hall  Stackers,  compressor 
vac  pump,  MS  heads  upper  half  rebuilt 
Call  Bill  Miller  at  (908)  707-8007 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 


FERAG  EQUIPMENT 


FERAG 
EQUIPMENT 
FOR  SALE 

VARIO-DISC 
INSERTING  SYSTEMS 

QUAiiTnY  AMEBICE 
AVWUBLE  EEBSSIEM 


MULTI-CELL 

COMPLEX 

of  3  Stackers 


(10)  $100,000 


(Payment  In  U.S.  Dollars) 


MELVILLE,  N.Y. 
CONTACT:  J.  WILLS 

(516)  aas-soos 


MAILROOM 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


NEWSPRINT  FOR  SALE 


30# -28# -25#- ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N.B.  CA 
(71 4)  644-2661 ,  Fax  (71 4)  644-0283 


PRESSES 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International  Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (91 3)  648-2000 
Fax:  (913)648-7750 


EQUIPMENT  FOR  SALE 


FOR  SALE: 


PantherPro/46^ 

internal  dual  1  gt;(^  HD# 
Stoe»6et,Punctt  " 
On-ltne%rid|!#^  Processoij 
PAnther  RIP  -  PS  Lev.  3 

$55,000 

For  more  information 
on  other  available 
systems  cal!  Bob  Weber  | 
BOB  WIBIR,  INC.  216-831-0480  or 
800-837-8973  www.bob-wreber.com 


PRESSES 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21" 

New  or  Rebuild  Goss  R.T.P.  42"  +  45" 

Goss  Y  columns  all  sizes 

Goss  Metro  Units 

Harris  1 650  folder  22  3/4" 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (213)256-7607 


PRESSES 


PRESSES 


USED  PRESS  EQUIPMENT 
ON  THE  INTERNET  AT 


vebpi 


resses.com 


WANTED  TO  BUY 


IA4MEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762. 
wviw.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


WANTED  DEADORAUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fax 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-581 7  Fox  (770)  590-7267 


ON  LINE  IN  199 


Editor  &  Publisher’s  International  Year  Book 

. . .  the  encyclopedia  of  the  newspaper  industry 

SEcnoK  Vi:  Equipment,  Supplies  and  Sendees 

Companies  senii^  die  newspaper  industry 

Classified  advertising  makes  your  business  listing 
STAND  OUT  in  E&P's  Year  Book. 

BOLDe  first  line  of  your  listing 

AlMQbur  logo  to  the  listing 

LINNour  website  to  E&P's  website  -  www.mediainfo.com 

PROMOTI|bur  business  with  additional  ad  copy 

Contact  the  Editor  &  Publisher  Classified  Ad  Department  and  we  will  show 
you  the  most  affordable  ways  to  reach  decision  makers  at  newspapers. 

Phone  (212)  675-4380  Ext.  171  or  173,  Mon-Fri  9am-5pm  EST 
Email  mattw@mediainfo.com,  hazelp@mediainfo.com 
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INDUSTRY  SERVICES 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)  950-8475 
E-mail;  mnsl@metro-news.com 
www.metro-news.com 


CIRCULATION  DEVELOPMENT  SOUTH 
Complaint  free  telemarketing  w/quolily 
subscription  soles  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 


BLENKARN 

Your  Telemarketing  Partner 
JEFF  BLENKARN  (616)  458-661 1 


CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation.net 


HEADLINE  PROMOTIONS,  INC. 


NEWS 

Makes  The  Difference 


TELEMARKETING  SERVICES 
NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 


♦  Editor  &  Publisher  is 
NOT  a  monthly  journalism 
review. 


IN  STORE  SALES  PROGRAMS 
Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 


RATES  BASED  ON  RESULTS 


♦  Editor  &  Publisher  is 
i  NOT  a  monthly  associa¬ 
tion  house  organ. 


Dennis  McQuillan 
(800)  260-9823 


♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 


GROWING  NIE  &  HOME  DEUVERY 
CIRCULATION  IS  SPEQRUM'S 
BUSINESS  -  CALL  DOUG  REESE 
(800)972-6778 


LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  30th  Year 
(888)890-7272 


EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FUa  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


HELP  WANTED 


CLASSIFIED 

ADVERTISING 

DEADLINES 


In-Column 

Advertisements 

Tuesday  noon  (EST)  for 
following  Saturday  issue 


Classified  Display 

Friday  5pm  (EST)  8  days 
prior  to  publication 


COMMERCIAL  PRINTING 


COMMERCIAL  PRINTING  worth  look¬ 
ing  into!  Great  savings,  no  sacrifice  in 
quality.  TV  books,  comics,  catalogs, 
directories,  etc.  Press  capabilities  (7 
unit  goss  urbanite).  Standard  page, 
tabloid  page,  quarterfold,  color 
capabilities.  For  estimates  call  Steve 
Karrigan  (800)  925-4 1 00  ext.  25 1 . 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 


INTERNET  SERVICES 


SEE  WHY  publications  are  making 
money  and  Realtors  are  getting  results 
with  the  HomeSeller. 

View  at  WWW.  homeseller.  net 
(800)  574-3703  or  info@paper.net 


MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  87103 


MEXICO  INFORMATION 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 


INDISPENSABLE  FOR  MEXICO  RE¬ 
SEARCH.  Catalog  of  Mexican  news¬ 
papers,  magazines,  specialty  journals. 
$55  prepaid.  All  TV  &  Radio  $65.  Mex¬ 
ican  Research,  P.O.  Box  4065,  Tucson, 
AZ85717.  (800)  943-4595. 


Daily  Service  Contracts 
One  Time  Service 
AU  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 1 0 


OPERATIONS  CONSULTANTS 


FACIUTIES/PRESS/OPERATIONS 
Small/Medium/Large  Newspapers 
Telephone  (81 3)  586-3509 
Walt  Hempton,  Consultant 
Print  Media  &  Graphics 


PREPRESS  AND  WEB  PRESS  training 
for  single  or  double  width  newspapers. 
Consulting  and  equipment  repair. 
Newspaper  Production  &  Research 
Center  (405)  524-7774 


NEWSPAPER  EXECUTIVE  SEARCH  i  NEWSPAPER  EXECUTIVE  SEARCH 


Established  1975 

-II 

- 1 

“Executive  search,  recruitment  and 

placement  services. ..to  fit  your  needs.” 

Haas/Watkins  &  Associates 

713-977-8955  Fax  713-334-4180 

e-mail:  rhaasl^rhaas.com 

Ron  Haas 

ACADEMIC 


CHAIRPERSON  -  ASSISTANT  OR 
ASSOCIATE  PROFESSOR,  TENURE 
TRACK,  DEPARTMENT  Of  MASS 
COMMUNICATION:  To  start  August 
18,  1998  (preferred)  or  as  soon 
thereafter  as  possible,  or  January 
1999  possible.  To  lead  department  in 
planning,  communication,  student  sup¬ 
port  and  other  administrative  functions. 
Must  be  advocate  of  University 
improvement  initiatives  and  college 
media.  Teach  Mass  Communication 
classes.  Requires  Ph.D.  in  Mass  Com¬ 
munication  or  related  field.  Apply  to 
Matthew  Bosisio,  Chair,  Search  Com¬ 
mittee,  Department  of  Mass  Communi¬ 
cation,  College  of  Professional  and 
Appli^  Studies,  Wells  Hall  234, 
Northwest  Missouri  State  University, 
Maryville,  MO  64468.  Provide  a  letter 
of  application  addressing  the  position; 
current  resume;  names,  addresses  and 
telephone  numbers  for  three  refer¬ 
ences;  undergraduate  and  graduate 
transcripts  (copies  acceptable);  and 
three  letters  of  reference.  DEADLINE 
DATE:  July  24,  1998  or  until  filled. 
AA/EOE  Northwest  encourages 
women  and  minorities  to  apply. 


UNIVERSITY  OF  SOUTHERN  CALIFOR¬ 
NIA  seeks  journalist  to  cover  medical 
stories  at  its  Health  Sciences  Campus. 
Must  be  a  clear,  accurate  writer  who 
can  develop  creative  angles  and  turn 
out  interesting  copy  in  a  hurry.  Offered 
as  a  part  time  position  (60  percent)  to 
allow  a  working  journalist  to  continue 
freelancing.  Full  benefits  (including  tui¬ 
tion  remission)  and  a  competitive 
salary  offered.  Send  resume  and  writ¬ 
ing  samples  to  Brenda  Maceo,  USC 
Public  Relations,  1450  San  Pablo 
Street,  Suite  2510,  Los  Angeles,  CA 
90033.  Fax:  (213)  342-2832. 

E-mail:  maceo@hsu.usc.edu 


ACCOUNTING 


EXPERIENCED  ACCOUNTING  MAN¬ 
AGER  for  corporate  position  with  a 
newspaper  group,  responsible  for  gen¬ 
eral  ledger,  payroll,  A/R,  A/P,  fixed 
asset  accounting,  monthly  financial 
statements,  procedural  development 
and  review,  annual  audit,  staff 
supervision  and  reviews.  Will  manage 
day-to-day  activities  and  long  range 
needs  of  department.  Reports  to  VP  of 
Finance.  College  degree  in  Accounting 
or  Business  Administration  and  3  years 
experience  required.  Respond  to 
Deanna  K.  Riley,  Daily  Times-Call, 
P.O.  Box  299,  Longmont,  CO  80502. 


ADMINISTRATIVE 


CHIEF  FINANCIAL  OFFICER 


Metro  Northeast  newspaper  is  looking 
for  a  CFO  or  controller  of  a  small  or 
mid-size  newspaper  who  feels  ready 
for  advancement  and  increased  oppor¬ 
tunity! 


Besides  accounting,  this  person  will 
work  closely  with  the  publisher  and  be 


work  closely  with  the  publisher  and  be 
responsible  for  all  aspects  of  the  busi¬ 
ness  operation  including  MIS. 


If  you  feel  you're  ready,  this  may  be 
your  opportunity  to  get  on  the  fast 
trock! 


Send  your  complete  resume  and  salary 
requirements  to  Box  08545,  Editor  & 
Publisher.  All  replies  in  confiderKe. 


CONTROLLER/CFO  for  growing 
Northeast  weekly  group.  We're  look¬ 
ing  for  an  ambitious,  hands-on, 
finance  professional;  computer  and 
network  savvy,  to  lead  a  multi-site 
finance  team.  Acquisition  experience  a 
plus.  Reports  to  CEO.  Reply  to  Box 
08543,  Editor  &  Publisher. 


The  two  most  important  things  in  life  are 
good  friends  and  a  strong  bull  pen 

Bob  Lemon 


I 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 
Our  small  daily  (9,000  AM)  and  Sun¬ 
day  (10,000)  located  in  northeast 
Pennsylvania  is  looking  for  an  Advertis¬ 
ing  Director  to  lead  us  into  the  21st 
Century. 

Our  candidate  will  be  able  to  lead, 
train  and  develop  ad  staff  and  grow 
revenue  in  our  market,  where  our 
research  shows  us  as  the  leading 
media  source. 

We  are  part  of  a  growing  and  pro¬ 
gressive  family  owned  Media  Company 
that  believes  in  helping  our  employees 
to  become  the  best  at  what  they  do. 
Training  and  technology  are  part  of 
our  commitment. 

Competitive  salary,  401  (k),  health, 
pension  and  bonus  program. 

If  you  think  that  you  are  the  candidate 
that  we  are  looking  for  send  your 
resume  to  Jim  Towner,  publisher.  The 
Daily  and  Sunday  Review,  116  Main 
Street,  Towanda,  PA  1 8848. 

towner@epix.net 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

The  Lake  City  Reporter  is  looking  for  an 
experienced,  hands-on  Advertising 
Director  to  lead  and  motivate  its  10 
person  advertising  staff.  Planning, 
budgeting  and  interpersonal  skills  are 
a  must  as  well  as  a  proven  track  record 
of  goal  attainment. 

The  Lake  City  Reporter  is  a  9,500 
circulation  paper  published  Monday 
through  Friday  and  serves  a  fast  grow¬ 
ing  community  in  North  Florida.  We 
are  offering  an  excellent  compensation 
and  benefits  package,  plus  an  oppor¬ 
tunity  to  advance  within  the  New  York 
Times  Regional  Newspaper  Group. 

Qualified  applicants  looking  for  a 
rewarding  career  should  send  a 
resume  to: 

Don  Caldwell,  Publisher 
The  Lake  City  Reporter 
P.O.Box  1709 
Lake  City,  FL  32056 

or  send  an  E-mail  to 

brannons@nytimes.com 

EQUAL  OPPORTUNITY  EMPLOYER 


_ ADVERTISING _ 

AD  DIRECTOR  for  new  magazine. 
Must  have  2-3  years  experience  in  dis¬ 
play  and  classified  advertising  sales, 
design,  QuarkXPress  and  Illustrator. 
Send  resume  to  P.O.  Box  559, 
Frankfort,  KY  40602. 


ADVERTISING  DIREaOR 

New  England's  most  dynamic  print 
media  publisher  seeks  an  aggressive, 
experienced  sales  professional  to 
direct  a  team  of  highly  motivated 
retail  advertising  representatives. 
Primary  responsibility  is  revenue 
growth,  therefore  the  successful  can¬ 
didate  must  be  able  to  hire,  train  and 
develop  in  a  climate  which  fosters 
individual  initiative  within  a  team 
concept.  Prior  experience  with  goal 
setting,  performance  appraisal  and 
the  ability  to  develop  and  mentor 
sales  reps  is  essential.  The  ideal  can¬ 
didate  has  experience  in  cross  selling 
a  diverse  product  line  (Internet,  dailies, 
weeklies,  niche  products)  to  maximize 
company  revenue  and  customer 
response.  Excellent  opportunity  for 
those  who  seek  a  challenge.  Unparalleled 
financial  opportunity  for  an  aggres¬ 
sive  overachiever.  Fax  resumes  (508) 
626-HIRE. 


ADMINISTRATIVE 


ADMINISTRATIVE 


ADMINISTRATIVE 


EXECUTIVE  DIRECTOR 


Seeking  a  dynamic  leader  for  a  10,000-plus  member 
not-for-profit  photojournalistic  organization. 

The  executive  director  is  responsible  for  the 
administrative  duties  of  the  national  office. 
Qualifications  and  experience  desired 


include  business  and  financial 
administration,  fund  raising 
and  marketing.  Knowledge 
of  the  photojournalistic 
community  is  beneficial. 


APPLICANTS  SHOULD  SEND 
A  LEHER  OF  APPUCATION,  RESUME 
AND  REFERENCES  TO! 


PERSONNEL  COMMITTEE, 

C/O  JOHN  LONG 
143  BRENT  ROAD 

MANCHESTER,  CONNECTICUT  06040 


_ ADVERTISING _ 

ADVERTISING  MANAGER/ 
GENERAL  MANAGER 
The  New  Jersey  Jewish  News,  the 
state's  largest  weekly  newspaper  with 
three  editions  covering  northern  and 
central  NJ,  seeks  a  seasoned  pub¬ 
lishing  executive  with  demonstrated  suc¬ 
cess  in  print  advertising  sales,  circula¬ 
tion,  newspaper  production,  profit  and 
loss  management  and  solid  administra¬ 
tive  experience  to  supervise  eight  sales¬ 
people  and  a  four  support  staff. 

We  offer  a  competitive  salary,  com¬ 
prehensive  benefits  and  a  bonus  pro¬ 
gram.  SEND  resume  and  covering  let¬ 
ter  with  salary  requirements  to  Amir 
Cohen,  Jewish  News,  901  Route  10, 
Whippany,  NJ  07981.  Fax:  (973) 
887-4152.  No  calls,  please. 


ADVERTISING  SALES  MANAGER 

The  Kokomo  Tribune  is  seeking  an 
Advertising  Sales  Manager.  This 
person  must  be  a  team  player  who  is 
motivated  and  enthusiastic.  The 
qualified  candidate  will  lead  the  out¬ 
side  sales  staff  and  telemarketing 
department,  and  must  have  strong  peo¬ 
ple  and  management  skills.  The 
Advertising  Sales  Manager  will  be 
responsible  for  revenue,  cross-sell 
efforts,  goals,  and  budgeting,  fore¬ 
casting  and  sales  strategy. 

Competitive  salary  based  on  qualifica¬ 
tions  and  experience  with  monthly  goal 
based  commission  plan.  Excellent 
benefits.  Send  resume  and  salary 
requirements  to: 

Robyn  C.  McCloskey 
Regional  Advertising  Director 
Thomson  Indiana 
300  N.  Union  Street 
Kokomo,  IN  46904 


CLASSIFIED  ADVERTISING  DIREaOR 

New  Times,  Miami's  largest  weekly 
publication,  seeks  a  Classified  Advertis¬ 
ing  Director.  The  ideal  candidate  will 
be  a  hands  on  manager  who  is  a  vi¬ 
sionary  leader  and  understands  the 
dynamics  of  what  it  takes  to  grow  mar¬ 
ket  share  and  revenues  via  an  inside 
sales  team.  A  proven  track  record  in 
recruiting  and  training  top  notch  sales 
professionals  is  paramount.  A  back¬ 
ground  in  telemarketing  management 
is  preferred.  Miami  New  Times  is  part 
of  the  New  Times  chain  of  news  week¬ 
lies.  New  Times  offers  a  competitive 
salary,  lucrative  bonus  and  benefits  of 
70K  plus.  Please  forward  resume  to 
Michael  Cohen,  publisher.  New  Times, 
2800  Biscayne  Blvd.,  Miami,  FL 
33137,  or  Fax  to  (305)  571-7677,  or 
E-mail  to: 

michael_cohen@miaminewtimes.com 


I  CLASSIFIED  MANAGER  for  20,000 
;  circulation  daily  newspaper  in  a  high 
I  demographic,  high-growth  market  with 
:  many  world-class  amenities.  Candidate 
I  will  be  expected  to  take  a  hands-on 
I  approach  in  managing  the  transient 
:  department  as  well  as  the  outside  sales 
I  department.  New  operating  facilities, 
:  including  state-of-the-art  Classified 
:  department,  planned  for  completion 
:  within  the  next  10  months.  Salary, 
I  MBO,  plus  full  benefit  package 
:  included.  Submit  resume,  including 
i  salary  history  to  Donna  McNichol,  The 
:  Island  Packet,  P.O.  Box  5727,  Hilton 
i  Head  Island,  SC  29938. 
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HELP  WANTED 


_ ADVERTISING _ 

CLASSIFIED  CONTRACT  SALES 
MANAGER  (REAL  ESTATE) 

The  San  Diego  Union-Tribune  is  San 
Diego's  largest  metropolitan  newspa¬ 
per  that  offers  readers  thought  provok¬ 
ing  news,  commentary  and  advertising 
information  in  print  and  on  the  Internet. 
We  are  seeking  an  experienced 
professional  to  join  our  classified 
advertising  team. 

As  the  Classified  Contract  Sales  Man¬ 
ager  you  will  manage  all  activities 
associated  with  the  Real  Estate 
category  and  achieve  the  goals  and 
objectives  set  forth  in  the  Advertising 
departments  operating  plan.  You  will 
continually  seek  and  capitalize  on  busi¬ 
ness  opportunities  through  relationship 
building  and  new  product  and  service 
development.  In  addition,  your  re¬ 
sponsibilities  will  extend  to  helping 
build  and  support  a  culture  of  open 
communication  and  trust  within  the 
Real  Estate  sales  group  and  with  other 
departments  of  the  Union-Tribune  and 
with  our  customers.  Successful  candi¬ 
dates  will  have  an  understanding  of  the 
newspaper  advertising  business,  out¬ 
side  sales  and  supervisory  back¬ 
ground,  and  excellent  communications 
skills.  College  degree  is  preferred. 

The  San  Diego  Union-Tribune  offers  an 
excellent  compensation  and  benefits 
package.  Please  send  resume  and 
salary  history  to: 

The  San  Diego  Union-Tribune 
Human  Resources  Department 
Job70-98/KK 
P.O.Box  191 

San  Diega,  CA  92 1 1 2-41 06 

An  Equal  Opportunity  Employer 
vrtvw.uniontrib.com 


COMMERCIAL  TEAM  SUPERVISOR 

Central  California's  leading  newspaper 
has  an  exciting  opportunity  for  a 
dynamic  sales  professional  to  lead  our 
record-breaking  classified  telemarket¬ 
ing  sales  team.  Will  supervise  and 
coach  a  staff  of  1 0  sales  reps  who  han¬ 
dle  commercial  and  private  party  ad¬ 
vertising.  Duties  include  hiring,  train¬ 
ing,  appraising,  budgeting,  and  follow¬ 
ing  through  in  meeting  department 
goals  Must  have  previous  sales  expe¬ 
rience,  preferably  newspaper/media 
telephone  sales,  and  proven  leadership 
ability.  Strong  spelling  and  communi¬ 
cation  skills  required;  must  be  com¬ 
puter  literate.  Competitive  salary  based 
on  experience  plus  excellent  benefit 
package.  Send  resume  and  cover  letter 
before  July  3  to  THE  FRESNO  BEE  H  R. 
Dept.,  1 626  E  Street,  Fresno,  CA  93786. 

An  Equal  Opportunity  Employer. 


RECENTLY-RETIRED  SALES  EXECUTIVE 
needed  os  publisher  for  3  year  stint  at 
Midwest  count)  seat  paper.  Full  bene¬ 
fits,  good  pay,  superb  profit  sharing. 
Can  be  very  lucrative  for  the  right 
person.  Reply  to  Box  08527,  Editor  & 
Publisher. 


_ ADVERTISING _ 

DIREQOR, 

AUTOMOTIVE  ADVERTISING 

Community  Newspaper  Company, 
Greater  Boston's  fast-growing  media 
company  is  seeking  a  highly  moti¬ 
vated,  experienced  automotive  pro 
to  grow  our  print  and  online  revenue 
by  providing  outstanding  leadership  to 
our  automotive  sales  force.  We  offer  a 
competitive  compensation  package,  an 
excellent  market  to  live  and  work  in 
and  volumes  of  support.  CNC  pub¬ 
lishes  120  newspapers,  shoppers  and 
niche  products  with  ABC-audited  paid 
circulation  of  414,1 1 8  and  free  circula¬ 
tion  of  528,024.  If  you're  interested, 
please  send  resume  and  salary  require¬ 
ments  to  ATTN  President  Kirk  A.  Davis, 
Community  Newspaper  Company, 
254  Second  Avenue,  Needham,  MA 
02 1 94  or  fax  it  to  (78 1 )  433-671 0. 


NEW  BUSINESS  MANAGER 

The  Sacramento  Bee,  a  McClatchy 
Company  newspaper,  is  currently 
searching  for  a  New  Business  Man¬ 
ager  to  join  our  advertising  team. 

The  manager  will  lead  and  motivate  a 
team  of  six  salespeople  in  achieving 
incremental  revenue  goals  using  tradi¬ 
tional  and  nontraditionai  vehicles  such 
as  direct  mail;  online  and  special  sec¬ 
tions.  We're  looking  for  a  sales  pro¬ 
fessional  with  a  proven  track  record  in 
working  with  advertisers  to  identify 
opportunities  and  creatively  use  news¬ 
paper  products.  A  background  in  co¬ 
op,  direct  mail  and  online  is  a  plus. 

Live  in  California's  beautiful  capital 
city,  only  90  minutes  from  Lake  Tahoe 
and  the  San  Francisco  Bay.  For  more 
information  about  the  Sacramento 
region,  visit  our  website  at 

www.sacbee.com/ourtown 

The  Bee  offers  a  competitive  salary, 
including  base  plus  MBO.  We  also 
offer  an  extensive  benefit  plan  that 
includes  401  (k),  stock  purchase  plan 
and  fitness  and  child  care  centers. 

Please  fax  resume  to  The  Sacramento 
Bee's  Human  Resources  Department  at 
(916)  321-1984. 


RETAIL  ADVERTISING  MANAGER 

The  Newspaper  Agency  Corporation, 
Agent  for  The  Salt  Lake  Tribune  and 
Deseret  News  (circulation  of  192,018 
daily  and  229,121  Sunday)  is  seeking 
a  Retail  Advertising  Manager  to  join  its 
management  team.  This  position 
reports  directly  to  the  Advertising 
Director  and  supervises  4  sales  man¬ 
agers  and  national  sales  and  will  lead 
a  staff  of  33  sales  professionals.  Salt 
Lake  City  is  a  growing  and  dynamic 
market  and  is  me  host  of  the  2002 
Winter  Olympics.  The  person  chosen  to 
join  this  team  will  be  innovative  and 
results  oriented.  Prior  management  and 
sales  experience  a  must.  We  offer  a  com- 
etitive  salary  along  with  MBO  and 
enefits.  Please  send  your  resume  and 
salary  history  to; 

Newspaper  Agency  Corporation 
1 43  South  Main  Street 
P.O.Box  45838 
Salt  Lake  City,  UT  84 1 45 
Attn:  Human  Resources 


_ ADVERTISING _ 

RETAIL  SALES  MANAGER 
The  Modesto  Bee,  a  McClatchy  News¬ 
paper  is  seeking  an  individual  to 
manage  the  advertising  territories 
assigned  to  account  managers  and 
supervisors. 

Seeking  an  individual  with  five  years 
advertising  sales  or  marketing  man¬ 
agement  experience.  Desired:  B.S. 
degree  in  business,  marketing  or 
related  field  with  ability  to  motivate, 
train  and  lead  a  sales  staff. 

We  offer  an  excellent  benefits  package 
and  competitive  salary.  Please  fax 
resume  to  HR  (209)  578-2095. 

Deadline  to  apply  is  July  1 , 1 998 


RETAIL  SALES  MANAGER 
Weekly  newspaper,  magazine  group 
in  suburban  Detroit  area.  Good  spot 
for  person  with  leadership  skills;  high 
energy;  detail  oriented;  able  to  handle 
multiple  publications.  Prior  manage¬ 
ment  experience  preferred  but  willing 
to  work  with  strong  sales  rep  looking  to 
move  into  management.  Competitive 
salary,  commission,  benefits.  Resume 
to  David  Hohendorf,  SCN  Communica¬ 
tions  Group,  P.O.  Box  1 4,  Union  Lake, 
Ml  48387.  Fax  (248)  360-6678. 


SALES  REPRESENTATIVE 

Online  Advertising  Sales  Represen¬ 
tative  based  in  New  York.  Responsible 
for  continued  growth  of  sales  within 
territory.  Includes  maintaining  and  ser¬ 
vicing  existing  accounts  as  well  as  de¬ 
veloping  new  client  base.  Must  demon¬ 
strate  strategic  and  creative  thinking  in 
approach  sales  opportunities  and  ac¬ 
count  analysis.  Requires  2+  years  of 
sales  experience  (preferably  in  high 
tech)  with  a  proven  record  of  meeting 
soles  goals. 

NATIONAL  ACCOUNT  MANAGER 

Looking  for  an  East  Coast  National 
Account  Manager  (to  be  located  in 
Manhattan).  Will  be  responsible  for 
key  account  list  of  clients  and  agencies. 
Includes  maintaining  and  servicing 
existing  accounts  as  well  as  developing 
new  client  base.  Must  demonstrate 
strategic  and  creative  thinking  in 
approaching  sales  opportunities  and 
account  analysis.  Requires  4-5  years  of 
sales  experience  (preferably  in  high 
tech)  with  a  proven  record  of  meeting 
sales  goals. 

Excellent  communication,  presentation 
and  organizational  skills  required. 

EarthWeb,  creators  of  Gamelan,  has 
been  creating  advanced  Internet 
technologies  since  1 994.  Since  our 
inception,  our  employees  receive  an  out¬ 
standing  benefits  package  which  in¬ 
cludes;  major  medical,  dental,  401  (k), 
paid  vacation,  and  a  health  club 
membership.  EarthWeb  is  located  in  mid¬ 
town  Manhattan. 

To  learn  more  about  us  please  visiF. 
http:/ /www.developer.com 

EOE.  Fax:  (212)  725-6559.  E-mail: 
jobs@earthweb.com.  Include  position 
applying  for  and  'Editor  &  Publisher'  in 
subject  heading  of  fax  and/ or  E-mail. 


_ ADVERTISING _ 

SALES  MANAGER 

The  Palo  Alto  Daily  News  is  looking  for 
an  experienced,  ambitious  sales  per¬ 
son  to  lead  their  advertising  depart¬ 
ment.  Send  resume: 

Jim  Povelich 
329  Alma  Street 
Palo  Alto,  094301 
or  fax:  (650)  327-0676 


SALES  REPRESENTATIVE 
($50-60,000+) 

Internet  service  provider  has  great 
opportunity  if  you  nave  experience  sell¬ 
ing  to  key  newspaper  sales  executives 
and  are  net  savvy.  You  will  need  to  live 
near  the  beach  (Atlantic)  and  be  able 
to  travel.  Forward  resume  to  Box 
08547,  Editor  &  Publisher. 

ART/GRAPHICS 

DAILY  SOUTHTOWN  seeks  energetic, 
hard  working  artist  who  can  create 
graphics  ad  design  pages.  Must  know 
QuarkXPress,  Photoshop,  Freehand, 
Illustrator.  Send  resume,  references 
and  samples  to  Denise  Friant,  graphics 
editor,  6901  W.  159th  Street,  Tinley 
Park,  IL  60477.  (708)  633-6780. 


GRAPHIC  ARTIST/iaUSTRATOR 

The  Fayetteville  Observer-Times,  a 
75,000  daily  in  North  Carolina,  needs 
a  talented  illustrator/graphic  artist.  The 
top  candidate  can  illustrate  feature 
fronts,  create  maps  and  prepare 
graphics,  has  basic  knowledge  of  the 
Macintosh,  Freehand,  QuarkXPress 
and  Photoshop.  Must  be  able  to  work 
collaboratively  with  other  artists,  page 
designers,  reporters  and  editors.  Send 
resume  and  work  samples  to  Suzanne 
Schubert,  graphics  director,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Foyet- 
teville,  NC  28302  or  E-mail  to: 

SUZ3665@fayettevillenc.com 

CIRCULATION 

ASSISTANT  CIRCULATION  DIREQOR 

Leading  Zone  1  daily  and  Sunday 
newspaper  is  looking  for  an  aggressive, 
goal-oriented  leader  with  excep¬ 
tional  analytical  and  managerial 
skills  to  manage  the  home  delivery  and 
single  copy  divisions  of  our  busy 
circulation  department.  This  is  an 
excellent  opportunity  for  a  progressive, 
detail-oriented  professional  with  prov¬ 
en  circulation  success. 

We  offer  a  competitive  salary,  incen¬ 
tive  and  benefits  package  with 
unlimited  growth  potential.  Interested 
candidates  with  5+  years  of  circulation 
management  experience  should  submit 
a  resume  with  cover  letter  and  salory 
requirements  to  Box  08538,  Editor  & 
Publisher. 


CIRCULATION  MANAGER,  Kent-Ro- 
venna  Record-Courier,  20,000  daily, 
7  days  per  week,  supervision  of 
mailroom  for  daily  newspaper,  several 
weeklies  and  shoppers.  Resumes  to 
Publisher,  Record-Courier,  P.O.  Box 
1201,  Ravenna,  OH  44266.  Specify 
salary  requirements. 


For  quicker  placement,  you  con  Fox  your 
PosHions  Wonted  od  olong  with  your 
Vha/MtKterCard/Amerkon  Express  number 
and  expiration  dote  to  (212)929-1259 
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HELP  WANTED 


_ CIRCULATION _ 

HOME  DEUVERY  AAANAGER 

For  established,  dominant  mid-sized 
doily  in  the  fast-growing  Provo,  Utah 
area.  We  converted  from  PM  to  AM 
lost  summer.  We  need  o  firm,  com¬ 
mitted  and  knowledgeable  leader  to 
manage  our  adult  carrier  force  and 
improve  delivery  service.  This  is  a  great 
opportunity  for  the  right  “take  charge” 
person.  Live  in  one  of  America's  most 
attractive  cities  for  a  Pulitzer  Com¬ 
munity  newspaper.  Respond  by  send¬ 
ing  a  cover  letter  and  resume  to 
Circulation  Director,  The  Daily  Herald, 
P.O.  Box  71 7,  Provo,  UT  84603. 

Fax:  (801)344-2982 
E-mail:  russ-davis@heraldextra.com 
Competitive  compensation  and  benefit 
package. 

HOME  DELIVERY  MANAGER 
We  are  currently  seeking  an  innovative 
and  energetic  individual  to  lead  our 
circulation  team's  home  delivery  effort 
for  The  Contra  Costa  Times.  The  suc¬ 
cessful  candidate  will  have  previous 
home  delivery  circulation  management 
and  leadership  experience,  as  well  as 
excellent  communication  skills  and  a 
strong  understanding  of  customer  ser¬ 
vice  and  independent  contractor  opera¬ 
tions.  Computer  skills  in  Windows  95, 
Microsoft  Office  and  database  experi¬ 
ence  preferred.  In  this  position,  you  will 
successfully  develop  and  execute  sub¬ 
scriber  acquisition  strategies  while  pro¬ 
viding  leadership  and  motivation  to  the 
team.  Review  and  analyze  department 
performance  in  areas  of  customer  ser¬ 
vice,  circulation  growth,  retention, 
revenue  goals  and  expense  budget. 
We  offer  a  competitive  compensation 
and  benefit  package.  Qualified  appli¬ 
cants  should  submit  their  resume  and 
salary  history  to  Contra  Costa  News¬ 
papers,  Attn:  Human  Resources  -  Job 
#H003,  P.O.  Box  5088,  Walnut 
Creek,  CA  94596  or  Fax  (925)  977- 
8444. 

CONTRA  COSTA  NEWSPAPERS 

A  KNIGHT  RIDDER  COMPANY 
Equal  Opportunity  Employer 

NIE  ACCOUNT  REPRESENTATIVE 

Established  Newspaper  in  Education 
program  needs  energetic  represen¬ 
tative  to  expand  sponsorship  base  and 
provide  full-time  attention  to  pursuing 
corporote  and  educational  funds 
(grants,  etc.)  for  cooperotive  promo- 
tionol  efforts.  Position  is  primarily  out¬ 
side  sales.  Will  report  to  and  assist  the 
NIE  manager  as  needed. 

College  degree  preferred.  Sales  expe¬ 
rience  required.  Teaching  or  educa¬ 
tional  administration  experience 
helpful.  Generous  base  salary  and  trans¬ 
portation  allowance.  Commission  and 
bonus  available. 

Pleose  respond  with  resume  and  cover 
letter  to: 

Mobile  Register 
Attn:  NIE  Manager 
P.O.  Box  2488 
Mobile,  AL  36652-2488 


_ CIRCULATION _ 

SINGLE  COPY  SALES  MANAGER 
The  Press  of  Atlantic  City  has  an 
immediate  opening  for  a  Single  Copy 
Sales  Manager  who  is  responsible  for 
all  Single  Copy  activities,  and  reports 
directly  to  the  Circulation  Sales  Man¬ 
ager  The  selected  candidate  must  have 
a  proven  success  of  increasing  circula¬ 
tion  sales  volume,  generating  new 
sales  opportunities,  and  supervising  the 
servicing/callections  of  accounts.  We 
are  seeking  a  team  player  with  a  win¬ 
ning  attitude,  and  the  ability  to  moti¬ 
vate  others.  The  selected  candidate 
must  be  able  to  plan,  implement,  and 
achieve  successful  sales  programs.  A 
minimum  of  6-8  years  of  circulation 
management  experience  is  required. 
Qualified  candidates  should  send  a 
resume,  examples  of  your  successful 
sales  programs,  and  salary  require¬ 
ments  to  Bill  Muller,  circulation  sales 
manager.  The  Press  of  Atlantic  City, 
1000  West  Washington  Avenue, 
Pleasantville,  NJ  08232.  EOE,  M/F 


THE  DICKINSON  PRESS  is  seeking  a 
circulation  professional  interested  in 
joining  an  excellent  newspaper  artd 
parent  company.  This  position  man¬ 
ages  the  daily  newspaper,  weekly 
shopper,  delivery  and  mailroom  opera¬ 
tions.  Qualifications  should  include  at 
least  district  management  experience, 
computer  literacy  and  a  desire  to  help 
grow  a  solid  newspaper.  Please 
respond  to  Peter  Rogers,  publisher.  The 
Dickinson  Press,  P.O.  Box  1367, 
Dickinson,  ND  58601 . 


VICE  PRESIDENT  OF 
CIRCULATION  AND  MARKETING 

The  Bradenton  Herald,  a  Knight  Ridder 
paper  on  the  west  coast  of  FL,  has  an 
immediate  opening  for  a  VP  of  Circu¬ 
lation  and  Marketing.  The  person  will 
be  responsible  for  growing  daily  and 
single  copy  circulation  in  one  of  Flor¬ 
ida's  most  exciting  and  competitive 
markets.  Responsibility  will  also  include 
marketing,  including  research,  promo¬ 
tions,  and  events/community  relations. 
The  successful  candidate  will  have 
demonstrated  a  record  of  leadership 
and  achievement  in  circulation  and 
marketing.  Send  resumes  to  Barbara 
Ferg,  human  resources  director,  Bra¬ 
denton  Herald,  102  Manatee  Avenue 
West,  Bradenton,  FL  34205. 

EDITORIAL 

ASSIGNMENT  EDITOR 

We're  looking  for  someone  who  can 
seek  out  interesting  stories  and  work 
with  a  talented  group  of  reporters  for  a 
30,000  circulation,  seven-day  daily. 
Ideal  candidate  will  have  experience 
with  business  writing.  Five  years  writ¬ 
ing  experience  required.  Send  clips, 
cover  letter  by  June  25  to  Box  08541 , 
Editor  &  Publisher. 


SEND  E&P  BOX  REPLIES  TO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  1001 1 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITOR/WEEKENDS 
at  57,000  north  Florida  daily.  We're 
looking  for  someone  who  knows  words 
and  can  take  control  of  the  Sundoy 
paper  and  guide  special  projects. 
We're  a  New  York  Times  Company 
paper  situated  in  what  Money  maga¬ 
zine  a  couple  of  years  ago  called 
America's  most  livable  city.  Excellent 
salary  and  benefits.  Send  resume,  clips 
or  sections,  and  a  letter  about  who  you 
are  to  Donald  Luzzatto,  metro  editor. 
The  Gainesville  Sun,  P.O.  Box 
1 471 47,  Gainesville,  FL  3261 4-71 47. 

E-mail:  luzzatd@gvillesun.com 
Fax:  (352)338-3128 


ASSISTANT  EDITOR 

Full-time  Assistant  Editor  sought  for 
New  York  daily  legal  newspaper  to 
edit  contributed  and  staff-written  arti¬ 
cles.  Ideal  candidate  will  have  pro¬ 
fessional  editing  experience,  preferably 
on  daily  deadline.  Law  degree  or  legal 
experience  desirable.  Atex  familiarity  a 
plus.  Ability  to  manage  staff  and  jug¬ 
gle  responsibilities  essential.  Send 
resume  and  salary  requirements  to: 

Box  NPM  (ML-458) 

300  East  42nd  Street,  2nd  Floor 
New  York,  NY  10017 

Equal  Opportunity  Employer 


ASSISTANT  HOMES  EDITOR 

Seeking  imaginative  and  artistic 
feature  writer  to  showcase  comfortable 
Southern  style,  decorating  ideas  and 
home  features  for  Southern  Living 
Magazine  readers.  Degree  in  Interior 
Design,  English,  Journalism  or  related 
field.  Working  knowledge  of  design, 
art,  and  architecture.  Five  years  expe¬ 
rience  preferred.  Submit  cover  letter, 
resume,  and  salary  requirements  to 
Wanda  Stephens,  Southern  Living 
Magazine,  P.O.  Box  523,  Birming¬ 
ham,  AL 35201 . 

ASSISTANT  PHOTO  EDITOR  -  We  are 
a  locally  owned,  daily  morning  news¬ 
paper  reaching  16  counties  and  more 
than  250  communities  in  Eastern  Iowa 
seeking  motivated  editor.  Successful 
candidate  will  become  an  integral  part 
of  the  department  on  our  72,000  daily 
(85,000  Sunday)  award-winning  ten- 
person  staff.  Coordinate  coverage  for 
news,  feature  and  sports  events,  plus 
coordinate  and  provide  technical  and 
production  expertise  with  other 
departments.  Prepare  photos  for  final 
output  to  prepress  system  utilizing 
digital  darkroom.  Lay  out  pictures  and 
approve  layouts  of  pages.  High  degree 
of  proficiency  in  Photoshop  and  QuarkX¬ 
Press  required.  Competitive  salary  and 
benefits.  Send  resume,  letter  of  interest, 
slide  portfolio  and  salary  requirements 
to  Trish  Thoms,  The  Gazette,  P.O.  Box 
511,  Cedar  Rapids,  lA  52406.  EOE 

ASSISTANT  SPORTS  EDITOR 
ARLINGTON  MORNING  NEWS 
Arlington  metropolitan  daily  is  looking 
for  a  bright,  aggressive  person  who  is 
versatile  enough  to  write  one  day  and 
run  the  desk  the  next.  Send  resume, 
layouts  and  writing  samples  to  Mark 
Konradi,  Arlington  Morning  News, 
1112  Copeland  Road,  Suite  400,  Ar¬ 
lington,  TX  7601 1 . 


_ EDITORIAL _ 

ASSISTANT  SPORTS  EDITOR 

The  Daily  News  of  Los  Angeles  seeks 
an  assistant  sports  editor  —  with  a  flair 
for  design  — ^  to  oversee  its  1 1  layout 
and  copy  editors.  This  key  editor  will 
help  map  out  the  daily  section,  work 
with  graphics  to  produce  centerpieces 
and  be  able  to  lay  out  the  section  as 
needed.  Supervisory,  layout  and 
pagination  experience  needed.  The 
200,000-circulation  Daily  News  is  the 
lead  newspaper  in  a  five-paper  group 
in  L.A.  In  addition  to  covering  all  the 
pro  teams,  it  also  covers  UCLA,  USC, 
Cal  State  Northridge  and  more  than 
50  high  schools.  Letter,  resume  and 
work  samples  to  Doug  Jacobs,  execu¬ 
tive  sports  editor.  The  Daily  News,  P.O. 
Box  4200,  Woodland  Hills,  CA 
91365-  4200. 


ASSISTANT  SPORTS 
BUSINESS  EDITOR 

Nationally  respected  sports  business 
publication  seeks  Assistant  Editor 
responsible  for  newsgathering,  writing, 
production  and  editing.  Job  based  in 
Charlotte,  NC.  AE  will  monitor  and 
analyze  sports  business  news  in  over 
100  markets  each  marning  and  be 
responsible  for  originating  new  story 
ideas,  along  with  managing  editorial 
staff  of  up  to  ten  writers.  Applicants 
should  have  excellent  knowledge  of  the 
sports  industry;  strong  writing  skills; 
ability  to  work  at  a  fast  pace  under  a 
strict  deadline;  strong  communication 
skills;  creativity  and  computer  profi¬ 
ciency.  Please  send  resume/ writing 
samples  and  salary  requirements  to 
Abraham  Madkour  to: 

thedaily@sportsbizdaily.com 
Or  send  resume  to: 

Abraham  Madkour 
The  Sports  Business  Daily 
1 2  South  Moin  Street,  Suite  401 
South  Norwalk,  CT  06854 

ASSISTANT  SPORTS  EDITOR  -  If  you 
like  sports,  we'll  give  you  all  you  want. 
The  Tribune-Democrat  in  Johnstown, 
PA  (49,000  daily  -  53,000  Sunday)  is 
looking  for  an  Assistant  Sports  Editor 
who  can  handle  the  full  schedules  of 
32  high  schools,  and  player- 
development  franchises  in  professional 
hackey  and  baseball.  We're  in  Pitts¬ 
burgh  Steeler,  Penguin  and  Pirate 
country  between  Pitt  and  Penn  State. 
This  is  a  management  position  that 
involves  copy  editing,  design,  schedul¬ 
ing,  coverage  and  yes,  you'll  write  a 
column.  If  you're  ready  to  step  up, 
send  resume  and  clips  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. 


BUREAU  CHIEF 

Experienced  leader,  editor,  writer 
needed  (due  to  promotion)  for  fastest- 
growing  community  in  our  35,000- 
circulation  coastal  market.  We  need  a 
mentor  with  a  great  attitude.  Reply  with 
6-10  clips  and  your  ideas  on  news  cov¬ 
erage  to  Larry  Reisman,  editor.  The 
Press  Journal,  P.O.  Box  1 268,  Vero 
Beach,  FL  32968. 
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CLASSIFIED  ADVERTISING 
INFORMATION 


HELP  WANTED 


DEADLINES 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.15 

2  weeks  . $9.85 

3  weeks  . $8.60 

4  weeks  . $7.45 


POSITIONS  WANTED 

(includes  online  posting) 

1  week . $5.20 

2  weeks  . $4.35 

3  weeks  . $3.60 

4  weeks  . $3.35 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 2.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply  -  $27.50 


DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $110  pci 

2-5  weeks . $105  pci 

6-13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 


PAYMENT 


Make  check  payable  to  Editor&  Publisher 
■gHHa  or  charge  to  your  American  Express, 
VtsA  j|rv!^  MasterCard  or  Visa.  Please  supply  name 

■HH  on  card,  account  number,  expiration  date 

and  card  holder's  signature. 

Please  note:  International  ads,  new  accounts  and  positions  wanted  ads  must  pieitay. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  display  ad  copy  specifications  and  procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX;  (212)  929-1259 
E-Mail;  ha2elp@mediainf0.com 
mattw@mediainfo.com 
eileenl@mediainfo.com 


QUESTIONS? 


VOICE;  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Matt  Wilcox  /  Extension  1 73 
Eileen  Long  /  Extension  170 

FAX;  (212)  929-1259  or  E-mail;  eileenl@mediainfo.com  anytime. 


EDITORIAL 


BUSINESS  JOURNALIST  wanted  for 
Wall  Street  research  associate  job  in 
Boston.  Ideal  candidate  works  on 
metro  business  desk  and  wants  to  join 
the  corporate  ranks.  We're  looking  for 
high  intelligence,  analytical  curiosity, 
strong  interviewing  and  writing  skills, 
interest  in  technalogy,  bachelor's  degree 
and  a  burning  desire  to  learn.  Spread¬ 
sheet,  financial  analysis,  accounting 
background  a  plus.  Hard  work,  excellent 
compensation  and  a  shot  at  the  brass  ring 
if  you  excel. 

E-mail  resume  and  5  best  clips  to: 
tudor@mediaone.net 


BUSINESS  REPORTERS:  We  need  two. 
You  need  the  standard  set  of  skills,  plus 
the  passion  to  build  a  hot  daily  busi¬ 
ness  report  that  delivers  both  details 
and  context.  Our  community  is  amid  its 
biggest  development  boom  ever,  and 
there's  more  to  come.  The  people  need 
to  read  all  about  it.  Join  us,  join  Knight 
Ridder.  Break  news  daily,  shoot  for  the 
front  page,  stretch  out  a  little  in  our 
new  quarterly  tab.  We  sell  52,000 
papers  daily,  67,000  Sunday.  Send 
bio,  resume,  references,  clips  ASAP  to 
Carol  Hazard,  business  editor,  Col¬ 
umbus  Ledger-Enquirer,  P.O.  Box  71 1, 
Columbus,  GA  31  Sk)2. 


CAN  YOU  DIG  up  the  facts  and  turn 
them  into  stories  (not  just  copy)  that  tell 
readers  what  they  need  to  know?  If  you 
can,  you're  the  reporter  we  want.  If 
you  can't,  keep  your  clips.  The  Citizen, 
an  award-winning  1 6,000  daily  with  a 
strong  writing  and  investigative  history, 
seeks  reporters  who  want  to  create 
high-quality  community  journalism. 

;  Experience  preferred,  but  outstanding 
I  recent  graduates  encouraged  to  apply, 
i  Send  resume,  clips  and  10  local  story 
:  ideas  to  Alan  Vaughn,  city  editor.  The 
:  Citizen,  25  Dill  Street,  Auburn,  NY 
I  13021. 

COPY  EDITOR  -  50,000  Zone  2  AM 
daily  and  Sunday  needs  a  word 
person,  a  style  enforcer,  someone  who 
cares  about  the  language  and  editing, 
who  can  write  solid,  punchy  headlines 
and  meet  deadlines  every  night. 
Interested  individuals  should  submit  a 
resume  and  cover  letter  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. 


EDITORIAL 


COPY  EDITOR 

Copy  editor  needed  for  medium  size 
daily  14  miles  from  NYC.  Must  have  at 
least  3  years  experience  and  knowl¬ 
edge  of  GloarkXPress.  Send  resume,  let¬ 
ter  and  references  to  <3ary  Housey, 
news  editor.  North  Jersey  Herald  & 
News,  988  Main  Avenue,  Passaic,  NJ 
07055.  Candidates  from  Zones  1  and 
2  preferred. 


The  Pekin  Daily  Times,  an  award¬ 
winning  15,000  six-day  PM  daily  in 
Zone  5  near  Peoria,  IL,  is  seeking  a 
highly-motivated  city  editor  to  manage 
our  newsroom  staff  and  freelance  cor¬ 
respondents.  The  ideal  candidate  will 
have  superior  editing,  headline  writing 
and  management  skills.  QuarkXPress 
experience  and  strong  design  and 
layout  skills  are  preferred,  but  not 
required.  An  interest  in  learning  Web 
publishing  is  a  plus.  Competitive  pay 
and  benefits,  first  shift  work.  Send  a 
cover  letter,  resume,  editing  and  writ¬ 
ing  samples  to  Editor  Joel  Steinfeldt, 
Daily  Times,  20  S.  Fourth  Street,  Pekin, 
IL61554. 


COPY  EDITOR  needed  to  edit  copy  for 
style,  grammar,  punctuation,  captions, 
pagination  and  layout  of  our  morning 
newspaper.  QuarkXPress  is  necessary. 
Understands  libel  and  can  manage 
workload  to  meet  deadlines.  Very 
detail  oriented.  Apply  to  Altoona  Mir¬ 
ror,  Human  Resources  Department, 
301  Cayuga  Avenue,  Altoona,  PA 
16603  or  rax  to  (814)  946-7530.  No 
phone  calls,  please.  Equal  Opportunity 
Employer. 


:  CITY  EDITOR  to  join  one  of  Indiana's 
;  best-known  daily  newspapers.  We're 
:  looking  for  someone  who  has 
;  demonstrated  leadership  ability  and 
•  wha  wants  to  make  their  mark  by 
I  coaching  and  nurturing  a  relatively 
I  new  reporting  staff.  The  right  candi- 
:  date  will  be  a  teaching  journalist  who 
I  also  can  think  big-picture  and  who  can 
:  develop  long-range  stories  that  make  a 
I  difference.  At  least  two  years  experi- 
:  ence  as  a  section  editor  or  equivalent 
:  experience  at  a  daily  or  weekly  news- 
:  paper  required.  The  Chronicle-Tribune, 
:  is  an  equal  opportunity  employer  that 
i  values  workplace  diversity.  Send  cover 
j  letter  and  resume  to  Juli  Metzger, 
I  managing  editor,  Chronicle-Tribune, 
:  610  S.  Adams  Street,  Marion,  IN 
i  46953. 


NEWSPAPER  RECRUITMENT 

1998  Recruitment  &  HR  Features  and  ^Special  Sections 


E6?P  runs  monthly  recruitment 
features  and  special  sections  high¬ 
lighting  issues  that  affect  Human 
Resource  professionals  and 
employees  at  newspapers. 

To  place  an  advertisement  in  any 
of  these  sections  call  the  ES'P 
Classified  Department 
(212)  675-4380.  Ext.  171  or  173. 


Issue  Dates  Space  Deadlines 

July  1 1  June  30 

*  August  22  August  1 1 

September  19  September  8 

October  17  October  6 
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HELP  WANTED 


_ EDITORIAL _ 

COPYEDITOR/DESIGNER 
(ENTRY  LEVEL) 

The  Charlotte  Sun  Herald  (Florida)  is 
looking  for  copy  editors/designers  and 
sports  copy  editors. 

We  ore  looking  for  people  who; 

•like  competition  and  hove  the  will  to 
win 

•can't  stand  errors 
•are  quick 

•have  an  eye  for  design,  focusing  on 
precision  as  much  as  pizzazz 
•want  to  work  with  the  latest  design 
and  pagination  programs,  and 
•are  never  satisfied  with  the  status  quo 
Responsibilities  include  design  and  edit¬ 
ing  of  pages  for  the  Charlotte,  Engle¬ 
wood  and  DeSoto  editions  of  the  Sun 
Herald.  QuarkXPress  knowledge  a 
plus.  Position  is  available  immediately. 
The  Charlotte  Sun  Herald  is  a  drug-free 
workplace.  If  this  sounds  like  you,  send 
resume  and  some  examples  to 
Charlotte  Sun  Herald,  attn:  Michael 
Parsons,  P.O.  Box  2390,  Port 
Charlotte,  FL  33949. 


COPY  EDITOR:  Needs  an  eye  for 
clarity,  a  flair  for  headlines.  Design, 
web  skills  a  plus.  Contact  Don  Kauder 
Jr,  assistant  managing  editor,  Birm¬ 
ingham  Post-Herald,  P.O.  Box  2553, 
Birmingham,  AL  35202. 


COPY  EDITORS,  REPORTERS 
Award-winning  Midwest  daily,  150/ 
200K,  seeks  copy  desk  applicants. 
Requires  pagination  skill,  experience 
on  copy  desk  in  50K  market  or  larger. 
Also  seeking  experienced  reporters 
capable  of  project  or  team  reporting, 
with  enterprise  clips  to  prove  it.  We 
offer  a  great  city,  strong  news  team, 
some  of  the  best  pay/benefits.  1  -page 
cover  letter,  resume,  and  3  design  or 
writing  samples  to  Box  08536,  Editor 
&  Publisher. 


COPYEDITORS 

The  Durango  Herald,  a  9,000- 
circulation  AM  judged  repeatedly  the 
best  small  daily  in  Colorada,  has  two 
openings  for  copy  editors/ page  design¬ 
ers.  Requirements  include  mastery  of 
the  bosics  -  grammar,  spelling,  style 
and  accuracy;  knowledge  of  news- 
story  structure;  ability  to  pay  attention 
to  details;  understanding  of  libel  and 
privacy;  the  ability  to  write  crisp,  cre¬ 
ative  headlines;  solid  understand  ing  of 
news  and  feature  presentation;  and 
QuarkXPress  pagination  experience. 
One  position  also  involves  some  re¬ 
porting.  Competitive  salary  and  benefits, 
friendly  workplace,  spectacular  moun¬ 
tains,  prosperous  tourism/college 
town  with  strong  cultural  life.  See 
www.durangaherald.com.  Send  cover 
letter,  editing  and  design  samples 
and  references  to  David  Staats, 
managing  editor,  Durango  Herald, 
P.O.  Drawer  A,  Durango,  CO  81 301 . 

I  MASTERCARD/VISA/AMERICAN  EXPRESS 
I  CHECKS  FOR  CUSSIFIED  ADS 


_ EDITORIAL _ 

DIREaOR  OF  PHOTOGRAPHY 
The  Patriot-News,  a  1  (X),000-circulation 
daily  in  the  capital  of  Pennsylvania, 
is  looking  for  a  person  to  lead  its  photo 
staff. 

We  want  someone  with  a  passion  for 
photojournalism  and  for  local  news 
who  can  work  with  our  staff  to  plan  cov¬ 
erage  and  help  an  award-winning 
department  get  even  better.  The  perfect 
candidate  is  creative,  disciplined, 
technologically  savvy  and  with  some 
previous  management  experience. 

Candidates  should  send  resume  and 
portfolio  to  Managing  Editor  Tom 
Baden,  The  Patriot-News,  P.O.  Box 
2265,  Harrisburg,  PA  1 7105. 


EDITOR  -  Publisher  seeks  freelance 
writer/editor  for  monthly  education 
publication.  Knowledge  of  programs, 
agencies  and  issues  essential.  Two 
years  reporting  and  writing  experi¬ 
ence.  Send  cover  letter,  resume  and 
clips  to  Capitol  City  Publishers,  3030 
Clarendon  Boulevard,  Suite  219,  Arling¬ 
ton,  VA  22201. 


EDITOR  WANTED  for  the  Taos  News, 
a  10,000  paid  circulation  weekly,  in 
Taos,  NM,  a  scenic,  multi-cultural  ski 
town.  Edit  the  weekly  paper,  special 
sections,  and  supervise  a  staff  of  10. 
Reply  in  writing  to  The  Publisher,  P.O. 
Box  U,  Taos,  NM  87571 .  No  calls. 
E-mail:  taosnews@newmex.com 


EDITORIAL  CONTENT  MANAGER 
ONLINE  SERVICES 

Experienced  journalist  with  web  pub¬ 
lishing  experience,  is  familiar  with  web 
site  architecture,  graphic  design  and 
interactive  software,  to  manage  and 
help  produce  quality  editorial  content 
for  our  new  media  products.  Knowl¬ 
edge  of  Northwest  Indiana  and  South 
Suburban  Chicago  markets  a  plus. 
Send  all  resumes  to  Human  Resource 
Director,  The  Times,  601  45th  Avenue, 
Munster,  IN  46321 . 

We  are  an  equal  opportunity  employ¬ 
er.  We  do  not  discriminate  on  the 
basis  of  race,  religion,  color,  sex,  age, 
national  origin,  citizenship,  disability 
or  any  pratected  category. 

EDITOR 

Immediate  opening  for  full-time, 
hands-on  editor  ready  to  run  24,000- 
ciculation  community  weekly  as  well  as 
edit  and  lay  out  pages  for  our  1 2,000 
daily  in  upstate  New  York.  Strong  skills 
as  editor,  page  designer  and  super¬ 
visor  a  must.  Send  resume,  samples  of 
relevant  work,  reference  and  salary 
requirements  to  Managing  Editor 
Barbara  Lombardo,  The  Saratogian, 
20  Lake  Avenue,  Sarataqa  Springs, 
NY  12866. 


I  EDITORS  &  WRITERS  WANTED, 
i  Monthly  bulletin  lists  200-t  current 
:  openings  nationwide.  Entry/early 
•  career.  Writer-Editor-EP,  P.O.  Box 
:  40550,  5136  MacArthur,  Washing- 
i  ton,  DC  2001 6;  (703)  506-4400. 


_ EDITORIAL _ 

EDITORS  SOUGHT.  Top  news  posts 
open  at  small  PA  daily,  upstate  NY 
weekly  Nuts  &  Bolts  are  expected.  We 
need  sizzle  with  the  steak.  Great  step 
up  if  you  want  the  helm.  Pagination 
skills  a  plus.  Gumption,  backbone  and 
desire  to  lead  more  critical.  Contact 
Regional  Manager  Kelly  Luvison, 
Liberty  Group  Publishing,  85  Canisteo 
Street,  Hornell,  NY  1 4843. 

EDITORS 

New  Times  is  looking  for  editors  at  all 
levels  to  fill  future  openings  at  our 
award-winning  weekly  newspapers  in 
Phaenix,  Denver,  Miami,  Dallas,  Hous¬ 
ton,  San  Francisca,  Los  Angeles  and  Ft. 
Lauderdale.  There  are  immediate  open¬ 
ings  for  a  managing  editor  in  Denver 
and  an  associate  editor  in  Miami . 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test. 

Send  a  cover  letter,  a  resume,  and 
your  best  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 
No  phone  calls,  please 

EDITOR 

You  can  have  it  all:  The  Packers,  Lake 
Michigan  and  a  newspaper  that 
delights  its  readers  by  balancing  hard 
news  with  civic  leadership.  The  Racine, 
Wl,  Journal  Times  needs  an  editor  com¬ 
fortable  in  both  newsroom  and  com¬ 
munity.  You'll  direct  a  staff  of  40,  serve 
35,000  subscribers  with  a  colorful  AM 
printed  on  a  new  Flexo  Press.  The  right 
candidate  has  experience  and  salid 
news  instincts,  is  a  team  player  and 
marketer  comfortable  with  change. 

Excellent  salary  and  benefits  package. 
Many  opportunities  available  as  a 
division  of  Lee  Enterprises,  Inc.  Send 
resume  by  July  3  to  The  Journal 
Times,  212  Fourth  Street,  Racine,  Wl 
53403.  EOE 


FAMILY-OWNED  newspaper  40  miles 
south  of  Atlanta  needs  sports  editor 
with  daily  newspaper  experience.  We 
want  someone  who  can  write,  edit  and 
layout  pages.  Newspaper  also  seeks 
entry-level  news  reporter.  Send  resume 
and  clips  to  Managing  Editar  Ron 
Wayne,  Griffin  Daily  News,  P.O. 
Drawer  M,  Griffin,  GA  30224. 


HEALTHCARE  BUSINESS  REPORTER 
i  Weekly  newspaper  serving  35,000 
i  healthcare  professionals  in  Northeast 
:  Ohio,  is  expanding  coverage  and 
:  circulation.  We  have  a  challenging 
j  positian  for  an  energetic  reporter  who 
:  has  covered  healthcare  at  a  daily 
i  newspaper  business  weekly  or  trade 
:  publicatian.  Must  have  strang  experi- 
;  ence  working  a  beat,  breaking  stories 
:  and  writing  in-depth  analytical 
:  features. 

:  Send  resume,  three  clips  and  salary 
:  histary  ta  Reporter  -  NW,  2  Summit 
:  Park  Drive,  Suite  335,  Independence, 
i  OH 44131. (216) 520-5910(FAX) 


_ EDITORIAL _ 

FEATURES  EDITOR 

The  Times  of  Northwest  Indiana,  a 
90,000  daily  in  the  heart  of  the 
Calumet  Region,  is  seeking  an 
imaginative  person  to  lead  our  award¬ 
winning  Features  Department.  The 
ideal  candidate  knaws  good  stories 
and  is  a  keen  observer  of  life.  You  also 
are  well-organized,  driven,  energetic 
and  (hopefully)  inspirational,  putting 
readers  and  their  interests  first.  For  the 
last  three  years,  our  Lifestyles  section 
has  been  judged  the  best  among  the 
largest  dailies  in  Indiana.  Send  work 
examples  and  salary  requirements  to 
Matt  Mansfield,  deputy  managing 
editor.  The  Times,  601  45th  Avenue, 
Munster,  IN  46321 .  E-mail: 

mattm@howpubs.com 

HIGHER  EDUCATION  REPORTER 

The  Register-Guard,  an  80,000-circu¬ 
lation  morning  newspaper  in  Eugene, 
OR,  seeks  an  aggressive,  experienced 
reporter  to  cover  higher  education  in  a 
demanding  enterprise  beat  that  ranges 
from  campus  life  and  university  re¬ 
search  to  financing  issues  and  state 
policy.  We  want  to  show  readers  what 
it  means  to  have  a  major  Pac-10  uni¬ 
versity  in  our  city.  At  least  twa  years  of 
daily  newspaper  experience  required. 
Computer  assisted  reporting  experi¬ 
ence  recommended. 

Applicants  must  have  a  degree  from  a 
four-year  college  or  university.  Send  a 
cover  letter,  resume  and  six  non-return¬ 
able  writing  samples  no  later  than 
Monday,  July  6,  1998,  to  Higher  Edu¬ 
cation  Reporter,  The  Register-Guard, 
Human  Resources  Dept.,  P.O.  Box 
10188,  Eugene,  OR  97440-21 88. 


JOURNALISM 

Copy  Desk/Layout  Editor:  Seeking 
individual  with  strong  page  design  and 
capy  skills.  Write  headlines,  edit  copy, 
lay  out  pages.  Afternoon  to  midnight 
schedule.  Benefits  plus  ESOP  and 
401  (k).  Degree  in  journalism  or  related 
area,  three  years  of  experience  as  a 
copy  editor  on  a  daily  newspaper. 
Must  be  computer  literate.  The  Gazette 
is  a  daily  newspaper  in  Eastern  Iowa 
with  a  daily  circulation  of  70,000  serv¬ 
ing  250  communities.  Send  resume, 
salary  requirements  and  work  samples 
to  Ms.  Thoms,  The  Gazette,  P.O.  Box 
51 1 ,  Cedar  Rapids,  lA  52406.  EOE 

LEGAL  WRITER  FOR  PR. 

AGENCY  -ATLANTA 

This  is  a  full-time  account  executive 
position  in  Atlanta.  We  need  a  journal¬ 
ist  with  background  in  covering  courts, 
especially  civil  cases.  Must  be  able  to 
quickly  synopsize  complex  legal  docu¬ 
ments,  especially  complaints.  A  major 
portion  of  this  position  involves 
pitching  story  ideas  to  the  national 
media.  Fax  resume  to  (404)  633-8440 
or  call  Brenda  Fontaine  at  (404)  633- 
1055  or  E-mail  to: 

McFontaine@aol.com 


Some  things  have  to  be  believed  to  be 
seen 

Ralph  Hodgson 
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HELP  WANTED 


EDITORIAL 


LAYOUT  AND  COPY  EDITOR  — 
50,000-circulation  suburban  daily 
seeks  a  skilled  copy  editor  with  layout 
experience.  Familiarity  with  QuarkX¬ 
Press  or  PageMaker  preferred.  Send  let¬ 
ter,  resume,  and  work  samples  to  Chris 
Powell,  managing  editor.  Journal 
Inquirer,  Box  510,  Manchester,  CT 
06045-0510. _ 

MANAGING  EDITOR  —  You've  been 
a  reporter  for  a  couple  of  years  and 
want  to  move  into  the  editing  ranks. 
You'll  have  a  staff  of  5  to  monage  and 
the  opportunity  to  grow.  Call  (616) 
527-2 100/ write:  Alan  Blanchard,  pub¬ 
lisher,  Sentinel-Standard,  1 1 4  N.  Depot, 
Ionia,  Ml  48846. 

MEDICAL  WRITER 

The  Corpus  Christi  Caller-Times,  a 
70,000  circulation  daily  (95,000  Sun¬ 
day),  a  Scripps  Howard  newspaper, 
has  an  immediate  opening  for  a 
medical  writer.  We  are  looking  for  an 
enthusiastic  self-starter  with  a  knack  for 
finding  the  human  elements  in  medical 
news  while  understanding  the  tech¬ 
nical.  Break  stories  in  this  medical 
hub  for  a  12-county  area,  while  seek¬ 
ing  out  those  compelling  and  insightful 
tales  that  others  miss.  Bachelor's 
required;  3-5  years'  experience  pre¬ 
ferred.  The  Caller-Times  has  been 
awarded  Best  Newspaper  in  Texas 
below  1 00,000  circulation  seven  out  of 
the  past  nine  years.  This  award¬ 
winning  team  of  writers,  editors,  photo¬ 
graphers  and  artists  will  challenge  you 
to  reach  a  higher  level  of  performance. 
Competitive  salary,  excellent  benefits 
and  a  relocation  allowance.  Send 
resume,  work  samples  and  salary  re¬ 
quirements  to: 

Corpus  Christi  Caller-Times 
ATTN:  HR  -  Medical  Writer  Position 
P.O.Box  91 36 
Corpus  Christi,  TX  78469 


MUSIC  EDITORS 

New  Times  has  immediate  openings 
for  music  editors  at  its  weekly  newspa¬ 
pers  in  Ft.  Lauderdale  and  Dallas. 
Strong  writing  skills  essential.  Job 
entails  planning/editing  music  section, 
hiring  freelance  reviewers,  and  writing 
a  local  music  column  as  well  as 
feature-length  pieces.  Send  cover  letter, 
resume  and  five  best  clips  to:  Christine 
Brennan,  P.O.  Box  5970,  Denver,  CO 
80217.  No  calls  or  E-mails,  please. 


NEWS  DESIGNERS 

Voted  Indiana's  Blue  Ribbon  Newspa¬ 
per  five  consecutive  years.  The  Times  of 
Northwest  Indiana  is  seeking  visual 
journalists  for  its  nightly  news  desk. 
Designer  candidates  should  have  a 
working  knowledge  of  QuarkXPress, 
the  ability  to  tell  stories  clearly  through 
aggressive  design,  a  basic  foundation 
of  copy  editing  skills  and  the  stamina 
to  succeed  in  a  hectic,  heavily  zoned 
news  environment.  Our  aggressive 
approach  to  design  and  visual  pre¬ 
sentation  has  earned  The  Times 
numerous  state,  national  and  SND 
awards.  Send  resume  and  design  sam¬ 
ples  to  Paul  Mullaney,  deputy  manag¬ 
ing  editor/nights.  The  Times,  601  45th 
Avenue,  Munster,  IN  46321 .  E-mail: 
mullaney@howpubs.com 


NEWS  DESK  EDITORS 

We  are  seeking  two  editors  to  produce 
pages,  edit  copy  and  write  headlines 
for  a  New  York  area  daily  newspaper. 
One  position  is  for  an  experienced 
editor  with  a  minimum  of  five  years 
experience  at  a  daily  newspaper.  The 
second  position  requires  a  minimum  of 
three  years  experience  at  a  daily 
newspaper.  Good  pagination  skills  are 
helpful  in  either  position. 

Gannett  Suburban  Newspapers  offers 
competitive  salaries  and  generous 
benefits  including  pension  and  401  (k) 
plans.  We  value  diversity  in  our 
workforce  and  encourage  those  of 
diverse  backgrounds  and  those  who 
share  this  value  to  apply.  Gannett  main¬ 
tains  a  safe  drug  free  work  place  and 
pre-employment  drug  testing  is 
required. 

For  consideration,  please  forward 
resume  and  cover  letter  to: 

CSannett  Suburban  Newspapers 
c/o  Jeff  Walsh 
One  Gannett  Drive 
White  Plains,  NY  1 0604 


NEWS  EDITOR/REPORTER 
sought  by  30,000  circulation  alterna¬ 
tive  newsweekly  in  South  Carolina's 
capital  city.  Send  resume,  clips  to  Amy 
Singmaster,  Free  Times,  P.O.  Box 
851 5,  Columbia,  SC  29202. 


NEWS  EDITOR 

Innovative  mid-sized  daily  in  Zone  5  is 
looking  for  an  ace  news  person  who 
can  provide  leadership  as  well  as  de¬ 
sign  pages  and  scrutinize  copy.  If  you 
thrive  on  competition  and  challenges, 
this  is  a  great  chance  to  be  part  of  an 
ambitious,  creative  team.  Send  cover 
letter,  resume  and  tear  sheets  to  Box 
08549,  Editor  &  Publisher. 


NEWSROOM  POSITIONS 

The  Sanford  Herald,  a  14,000-circula¬ 
tion  newspoper  in  the  heart  of  North 
Carolina  with  a  tradition  of  journalis¬ 
tic  excellence,  seeks  an  ASSISTANT 
EDITOR  and  strong  REPORTERS  as  we 
restructure  our  newsroom  and  redefine 
our  place  In  the  market.  We're  looking 
for  what  everyone  else  is  looking  for  in 
quality,  conscientious  and  extraordi¬ 
nary  journalists.  What  we  have  to  offer 
i  is  o  chance  to  shine. ..to  be  a  part  of  a 
I  quality,  principle-centered  team  taking 
its  rofe  seriously... and  an  opportunity 
;  to  live  in  a  beautiful,  growing  area 
j  with  many  opportunities  for  personal 
i  and  professional  growth. 

I  Submit  resume,  work  samples  and 
j  Introductory  letter  to  Cornelia  Olive, 
i  editor.  The  Sanford  Herald,  P.O.  Box 
I  100,  Sanford,  NC  27331-0100. 

:  PAGE  DESIGNER  -  Full  or  part-time 
:  position  with  twice-weekly  WA  com- 
1  munity  newspaper  to  paginate  tab- 
;  sized  pages  on  QuarkXPress,  scan  art 
i  or  photoshop.  Headline  writing,  copy 
•  editing  and  word  skills  preferrM. 
i  Excellent  benefits.  Cover  letter  with 
;  resume  and  samples  to  Box  08546, 
:  Editor  &  Publisher. 


EDITORIAL 


PAGE  DESIGNER/ARTIST:  The  Patriot- 
News  has  an  immediate  opening  for  a 
page  designer/artist.  Join  a  team  of 
four  artists  who  design  and  illustrate 
feature  fronts,  create  maps  and  pre¬ 
pare  graphics.  We're  looking  for  a 
person  who  believes  that  clean,  lively, 
imaginative  page  designs  and  artwork 
are  as  essential  to  daily  journalism  as 
well-written,  provocative  stories.  The 
art  department  is  central  to  the  news¬ 
paper's  operation,  working  with  re¬ 
porters,  photographers  and  editors 
in  every  department.  The  successful 
applicant  will  be  proficient  in  QuarkX¬ 
Press,  Photoshop  ond  either  Freehand 
or  Illustrator. 

Send  a  cover  letter,  resume,  clips  or 
portfolio  and  references  to: 

Jerry  Dubs 
Art  Director 
P.O.  Box  2265 
Harrisburg,  PA  1 71 05 


REPORTER  —  Accepting  resumes  for 
present  vacancy  and  future  openings. 
Resume  to  Alan  Blanchard,  editor  and 
publisher,  Sentinel-Standard,  114  N. 
Depot,  Ionia,  Ml  48846. 


REPORTER:  A  50,000-circulation  daily 
newspaper  within  35  minutes  of  New 
York  City  seeks  top-notch  community 
reporters  who  have  two  years  of  full¬ 
time  daily  experience  or  recent  Jour¬ 
nalism  school  graduates  with  brilliant 
clips.  Send  letter,  resume  and  your  five 
best  clips  to  Jim  McGarvey,  assistant 
managing  editor.  Daily  Record,  P.O. 
Box  217,  Parsippany,  NJ  07054- 
0217. _ 

REPORTERS 

Our  35,000-circulation  coastal  daily 
needs  news  junkies/team  players 
whose  crisp  daily  stories  will  be  comple¬ 
mented  by  dynamic  enterprise  pieces. 
City  and  general  assignment  beats 
open.  Two  years  experience  preferred. 
Reply  with  6-10  clips  to  Larry  Reisman, 
editor.  The  Press  Journal,  P.O.  Box 
1 268,  Vero  Beach,  FL  32968. 


EDITORIAL 


REPORTER  -  The  Tribune-Democrat  in 
Johnstown,  PA,  (49,000  daily-AM, 
53,000  Sunday)  has  an  opening  for  a 
reporter. 

We  need  someone  with  experience 
who  con  dig  for  news  and  develop 
stories  on  a  daily,  Sunday  and  long¬ 
term  basis.  Knowledge  of  computer- 
assisted  reporting  would  be  a  plus  but 
is  not  essential. 

We  are  one  hour  from  Pittsburgh,  three 
from  Washington,  DC,  in  a  friendly  com¬ 
munity,  pleasant  surroundings.  Please 
send  resume  and  clips  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. 


REPORTER 

We're  looking  for  an  aggressive 
reporter  with  on  aversion  to  writing 
boring  copy.  Reporter  will  write  for  the 
Bonita  Banner,  a  30,000-circulation 
twice-weekly,  and  the  Naples  Daily 
News,  a  50,000-circulation  daily. 
We're  in  a  competitive  market  in  one 
of  the  country's  fastest-growing  areas, 
and  both  papers  are  consistently 
judged  amongst  the  state's  best  in  their 
circulation  classes.  Send  resume,  clips 
to  Todd  Pratt,  Bonita  Banner,  P.O.  Box 
40,  Bonita  Springs,  FL  34133  or: 
tjpratt@naplesnews.com 


SENIOR  EDITOR 

1st  of  its  kind  regional  financial 
monthly  seeks  enterprising,  dogged 
journalist  who  can  gfean  stories  from 
documents  and  write  well.  Must  have 
minimum  of  3  years  business  writing 
experience  and  an  interest  in  being 
part  of  a  dynamic  team  working  on  a 
new,  hot  concept.  Great  pay/oenies 
and  working  environment.  Send 
resume,  5  dips  to  Editor,  Profits 
Journal,  1 19  N.  4th  Street,  Suite  409, 
Minneapolis,  MN  55401 ;  or  E-mail  to: 
profitsmag@aol.com 


ASSOCIATE  EDITOR, 
GOLF  JOURNAL 

The  United  Stales  Golt  Association  seeks  an  Associate 
Editor  to  assist  in  the  editorial  and  publication  process  of 
our  publication  GoHJoumai 

The  ideal  candidate  will  assist  in  linal  editing  ol  design 
pages  prior  to  publication  along  with  basic  tact-linding  and 
research  tasks.  You  win  also  assist  in  the  creation  and 
development  ot  feature  stories  as  assigned  by  the  Editor  or 
Managing  Editor.  The  abilily  to  work  both  independently 
and  as  part  of  a  team  with  minimal  supervision  is  a  must.  A 
college  degree  in  Journalism,  English  or  Communications  is 
required  with  knowledge  of  Macintosh.  MS  Word  and 
QuarkXPress  helpful. 

We  offer  a  competitive  salary,  generous  company  paid  bene- 
Ms.  and  pleasant  working  environment.  Interested  candidates 
should  forward  resume,  writing  samples  and  salary  require¬ 
ments  to:  THE  UNITED  STATES  GOLF  ASSCXIATION  ATTN: 
PERSONNEL  DEPT-EP  6(20  P.O.  BOX  708,  FAR  HILLS.  NJ 
07931-0708.  Fax:  908-781-1735.  No  phone  calls  please 
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HELP  WANTED 

EDITORIAL  I  EDITORIAL 

ROOM  TO  WRITE  j  SPORTS  BUSINESS  SPORTS  WRITER 


New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  We  publi^  in-depth,  well- 
crafted  stories  that  explore  the  issues, 
events  and  personalities  that  make  our 
communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference  between 
magazine-style  reporting  and  the 
hurried  fact-finding  of  daily  papers, 
if  your  copy  is  as  much  a  pleasure  to 
read  as  it  is  well  researched,  we  want 
to  hear  from  you.  There  are  immediate 
openings  for  news  writers  in  Denver, 
Miami,  Phoenix,  Houston  and  Ft. 
Lauderdale. 

New  Times  is  committed  to  building  o 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits  . .and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.Box  5970 
Denver,  CO  80217 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SEEKING  assistant  city  editor,  reporter, 
copy  editor,  photographer  and  graphic 
artist  to  join  our  team  at  the  San 
Bernardino  County  Sun,  the  newspaper 
for  America's  largest  county.  Candi¬ 
date  should  be  creative,  energetic, 
passionate  and  eager  to  thrive  in  a 
highly  competitive  newspaper  market. 
The  Sun  is  an  award-winning  Gannett 
newspaper  in  suburban  Southern  Cali¬ 
fornia,  circulation  80,000-plu5.  Two- 
five  years  af  professional  experience 
preferred.  The  Sun  offers  excellent  pay 
and  a  full  range  of  benefits  including  a 
choice  of  several  health  plans,  401  (k), 
dental-vision-hearing  coverage,  com¬ 
pany-paid  life  insurance,  tuition  reim¬ 
bursement  and  a  stock-purchase 
option.  Please  fax  resumes  and  cover 
letters  to  Executive  Editor  Ricardo 
Pimentel,  (909)  885-8741.  The  San 
Bernardino  County  Sun,  399  N.  “D" 
Street,  San  Bernardino,  CA  92401 . 

SPORTS  REPORTER  for  Northeast 
Oregon  daily.  Salary  range  $19,200 
to  $22,800.  Send  resume  and  samples 
of  work  to  Ted  Kramer,  editor.  The 
Observer,  P.O.  Box  3170,  La  Grande, 
OR  97850. 

TEMPLE  (TX)  Daily  Telegram,  2-5,000 
AM  paper  has  openings  for  news  and 
sports  reporters.  Contact  Steve  Walters, 
managing  editor,  P.O.  Box  61 1 4,  Temple, 
TX  76503  or  send  E-mail  to: 

tdt@vvm.com 


Nationally  respected  sports  business 
publication  seeks  Staff  Writer  responsi¬ 
ble  for  newsgathering,  writing,  pro¬ 
duction  and  editing.  Job  based  in 
Charlotte,  NC.  Writer  will  monitor  and 
analyze  sports  business  news  in  over 
100  markets  each  marning  and  be 
responsible  for  originating  new  story 
ideas.  Applicants  should  have  excellent 
knowledge  of  sports  industry;  strong 
writing  skills;  ability  to  work  at  a  fast 
pace  under  a  strict  deadline;  Strang 
cammunication  skills;  and  computer  pro¬ 
ficiency.  Please  send  resume/writing 
samples  and  salary  requirements  to 
Abraham  Madkour  at: 

thedaily@sportsbizdaily.com 
Or  send  resume  to: 

Abraham  Madkour 
The  Sports  Business  Daily 
1 2  South  Main  Street,  Suite  401 
South  Norwalk,  CT  06854 

SPORTS  EDITORS  AND  REPORTERS 
Princeton,  NJ  Based 

Bloomberg  News  sports  department 
based  in  Princeton,  NJ,  is  accepting 
applicatians  for  sports  editors  and 
reporters.  Successful  candidates  must 
be  qualified  and  experienced  journal¬ 
ists  with  experience  working  in  a  high- 
tech  environment.  Minimum  3  years 
editing  and/or  reporting  experience  is 
required. 

Please  send  resume  to  Howard  Horder, 
Human  Resources  Department,  BSP- 
E&P,  Bloomberg  L.P.,  499  Park  Ave¬ 
nue,  New  York,  NY  10022.  Fax:  (212) 
940-1954;  E-mail: 

hhorder@bloomberg.com 
NO  PHONE  CALLS,  PLEASE 
EOEM/F/D/V 
BLOOMBERG  L.P. 

THE  ASPEN  DAILY  NEWS,  a  1 2,500 
circulation,  seven-day  daily,  is  looking 
For  an  experienced  reporter  who  has  a 
real  talent  for  enterprising  journalism. 
We  need  a  motivated  persan  who  can 
withstand  the  daily  grind  in  a  com¬ 
petitive  atmosphere.  Three  to  five  years 
of  experience  is  preferred.  Please  send 
resume  and  clips  to  Carolyn  Sack- 
ariason.  Aspen  Daily  News,  517  East 
Hopkins  Avenue,  Aspen,  CO  8161 1 . 

THE  BOSTON  HERALD  seeks  an 
enterprising  TV  and  radio  editor  to 
steer  daily  and  Sunday  TV  book  cov¬ 
erage.  Successful  candidate  will  have  a 
deep  knowledge  of  TV  plus  a  solid 
news  sense,  significant  editing  experi¬ 
ence  and  computer  skills.  Send  resume, 
cover  letter  and  tear  sheets  to  Greg 
Reibman,  The  Boston  Herald,  1  Herald 
Square,  Boston,  MA  02106. 

THE  COMMONWEALTH,  a  9,000,  6- 
day  daily  in  the  news-making  Missi¬ 
ssippi  Delta,  needs  a  reporter.  Cover 
government,  cops,  write  features. 
Photo  experience  helpful.  Send  re¬ 
sume,  clips  to  Tom  Miller,  managing 
editor,  PC).  Box  8050,  Greenwood,  MS 
38930. 


_ EDITORIAL _ 

THE  HOUSTON  CHRONICLE  has  an 
opening  for  an  assistant  city  editor. 
Duties  include  assigning  stories,  ma¬ 
naging  reporters  and  editing  copy. 
Solid  news  judgment  and  strong  edit¬ 
ing  skills  essential.  Five  years  experi¬ 
ence  as  a  supervising  editor  preferred. 

Send  resume  to: 

Steve  Jetton 
Houston  Chronicle 
801  Texas  Avenue 
Houston,  TX  77002 
E-mail:  luz.diaz@chron.com 

THE  JOURNAL  of  Business,  an  award¬ 
winning  twice-monthly  Spokane  pub¬ 
lication,  seeks  a  full-time  reporter  to 
cover  local  business  news.  Compensa¬ 
tion  DOE.  Send  resume  and  clips  to 
Editor,  Journal  of  Business,  112  E. 
First  Avenue,  Spokane,  WA  99202. 

THE  ORLANDO  SENTINEL  is  seeking 
an  experienced,  enterprising  reporter 
to  cover  all  aspects  of  the  space  pro¬ 
gram,  from  science  to  politics.  We 
need  an  energetic  digger  who  can 
break  through  technobabble,  telling  com¬ 
plex  stories  clearly  and  vividly.  Send  a 
resume  and  clips  to  Dana  S.  Eagles, 
deputy  managing  editor.  The  Orlando 
Sentinel,  633  North  Orange  Avenue, 
Orlando,  FL  32801. 

THE  POTOMAC  NEWS,  a  medium 
size  daily  in  Narthern  Virginia,  seeks 
to  fill  the  following  positions:  Copy 
Desk  Chief,  Assistant  News  Editor, 
Copy  Editor,  Reporter.  QuarkXPress 
experience  required  for  editing  posts. 
Apply  to  Pamela  Gould,  news  editor, 
’otomac  News,  P.O.  Box  2470, 
Woodbridge,VA22193. 

WANTED:  COPY  EDITOR  for  AM  daily 
in  central  Indiana.  The  right  candidate 
will  be  a  stickler  for  detail  You  will  get 
to  do  it  all:  headlines,  design,  editing, 
and  special  sections.  You'll  need  an 
understanding  of  the  basic  rules  of 
design,  but  know  intimately  the  English 
language  and  its  nuances.  Must  have 
demonstrated  ability  in  QuarkXPress. 
Two  college  internships  required  or  pro¬ 
fessional  experience  at  a  daily  or 
weekly  publication.  The  Chronicle- 
Tribune  is  an  equal  apportunity  employer 
that  values  workplace  diversity.  Send 
cover  letter,  resume  and  clips  to  Juli 
Metzger,  managing  editor,  Chronicle- 
Tribune,  61 0  S.  Adams  Street,  Marion,  IN 
46953. 

WRITER 

Nation's  Business  magazine  (circula¬ 
tion  860,000)  seeks  experienced  jour¬ 
nalist  with  strong  reporting  and  orga¬ 
nizational  skills  to  cover  tax,  financial 
and  employee-benefit  areas.  At  least 
10  years  of  magazine  and/or  news¬ 
paper  experience  is  required.  Experi¬ 
ence  covering  legislative  and  regula¬ 
tory  matters  is  a  plus.  Fax  your  resume 
and  caver  letter  stating  salary  history  to 
(202)  463-5328  or  mail: 

U.S.  Chamber  af  Commerce 
Human  Resources  Department 
161 5  H  Street,  N.W 
Washington,  DC  20062-2000 
www.uschamber.org 


HUMAN  RESOURCES 

lABOR  RELATIONS 

The  Buffalo  News  seeks  on  experi¬ 
enced  labor  relations  professional. 
Minimum  of  five  years  experience,  in¬ 
cluding  contract  and  grievance  admin¬ 
istration,  arbitration,  contract  negotia¬ 
tion  and  safety.  Experience  with  EEOC, 
NLRB  and  OSHA  would  be  a  plus. 

Please  submit  a  confidential  resume, 
with  cover  letter  and  salary  history  to 
Joseph  F.  Saeli,  Jr.,  vice  president 
Human  Resources/Legal,  The  Buffalo 
News,  One  News  Plaza,  Buffalo,  NY 
1 4220,  or  fax  to  (71 6)  854-4519. 

We  are  an 

Equal  Opportunity  Employer 

INFORMATION  SYSTEMS 

BUSINESS  SYSTEMS 

TECHNOLOGY  MANAGER 

The  Press  of  Atlantic  City  has  an 
immediate  opening  for  a  Business 
Systems  Technology  Manager.  Respon¬ 
sibilities  include  the  management  of 
our  current  business  information 
systems  and  technology  (approx.  100 
users);  the  analysis,  recommendation 
and  installation  of  hardware  and  saft- 
ware;  network  management;  staff 
development  and  budgetary  responsi¬ 
bilities. 

Must  have  7  years  total  experience,  3 
in  a  management  or  supervisory  role, 
preferably  in  a  newspaper  enviran- 
ment.  A  B.S.  in  Computer  Science  or 
related  subject  is  desirable.  (A  B.S. 
degree  can  be  substituted  for  2  years 
experience.)  Experience  with  network¬ 
ing;  NT;  Novell;  PC's;  MS  Applications 
and  demonstrated  project  management 
is  required.  MS  SQL  Server  experience 
is  desired.  Experience  with  newspaper 
advertising/circulation  systems,  pre¬ 
paring  a  departmental  budget  includ¬ 
ing  projected  capital  requirements  is  a 
plus.  Must  have  excellent  management, 
interpersonal  and  communicatian  skills. 
Prior  programming  experience  in 
Cobol,  MS  Access  and  VB  is  highly 
desirable. 

Attractive  salary  and  benefit  package. 
Send  resume  and  salary  requirements 
to: 

Personnel  Department 
South  Jersey  Publishing  Company 
1 000  W.  Washington  Avenue 

Pleasantville,  NJ  08232 

Equal  Opportunity  Employer 

CNI  CORPORATION,  a  computer  inte¬ 
gration  company  that  services  the 
newspaper  industry  is  seeking  individ¬ 
uals  for  positions  in  systems  integra¬ 
tion.  Candidates  must  be  experi¬ 
enced  in  newspaper  work  flow  and 
capable  in  MS  Word  and  QuarkXPress. 
Novell  and/or  MS  Networking  experi¬ 
ence  is  desirable.  Nationwide  travel 
is  required.  E-mail  resume  to: 
hr@cnicorp.com  Please  include  your 
name  on  the  subject  line. 
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HELP  WANTED 


_ MARKETING _ 

STRATEGIC  AAARKETING  MANAGER 


INF0RA)\ATI0N  SYSTEMS 

NEWSROOM  COMPUTER  SUPPORT 
The  Kansas  City  Star  has  an  opening 
in  the  newsroom  for  an  Assistant 
Systems  Manager/Macintosh  Specialist. 
The  job  requires  an  in-depth  under¬ 
standing  or  Apple  Macintosh  com¬ 
puters,  the  Mac  OS  and  QuarkXPress. 
Familiarity  with  Photoshop,  Illustrator, 
Freehand  and  other  Mac  applications 
is  a  plus.  The  position  also  involves 
administrative  and  maintenance  work 
on  Windows  NT  and  Novell  servers, 
troubleshooting  newsroom  Mac  hard¬ 
ware  and  software,  editarial  system 
maintenance  and  participation  in 
the  planning  and  development  of  a 
news  editoriol  system.  This  person  is  fre¬ 
quently  on-call.  While  overall  skills  are 
important,  we  are  alsa  looking  for 
someone  who  can  deliver  a  consistently 
high  level  of  customer  service. 

If  you  qualify  and  are  interested  in  this 
position,  please  send  your  cover  letter 
and  resume  along  with  salary  require¬ 
ments  to: 

The  Kansas  City  Star 
Attn:  HR  *  Support 
1 729  Grand  Boulevard 
Kansas  City,  MO  641 08 


THE  NEWSROOM  TECHNOLOGY  de¬ 
partment  at  THE  WASHINGTON  POST 
has  exciting  opportunities  for  IS 
professionals  with  an  interest  in  state- 
of-the-art  newsroom  technology  and  a 
desire  to  flourish  in  a  publishing  en¬ 
vironment.  We  are  looking  for  moti¬ 
vated,  talented  individuals  to  fill  the 
following  positions: 

DEPUTY  DIRECTOR  -  Manage  the  day- 
to-day  operation  of  the  department 
and  provide  on-going  support 
for  newsroom  users  in  multiple  loca¬ 
tions.  Responsibilities  include  manag¬ 
ing  and  developing  technical  starf, 
deploying  new  technology  and  ser¬ 
vices,  planning  and  budgeting.  Re¬ 
quirements  include  minimum  5  years 
in  a  senior  technical  position,  project 
management  experience,  experi¬ 
ence  managing  and  developing 
a  technical  staff,  and  awareness  of 
and  interest  in  state-of-the-art  tech¬ 
nical  developments  and  their  applica¬ 
bility. 

SYSTEMS  MANAGER  -  Manage 
systems  development  projects,  identify 
and  evaluate  new  technology-based 
opportunities,  and  act  as  a  consultant 
on  technical  matters.  Requirements 
include  minimum  5  years  in  a  senior 
technical  position,  project  management 
experience,  knowledge  of  software 
development  and  system  integra¬ 
tion  methodologies,  print  and  web 
publishing  technologies,  database  tech¬ 
nology  and  full-text  search  engines. 

You'll  find  THE  WASHINGTON  POST 
a  dynamic  and  rewarding  place  to 
work.  We  offer  competitive  salaries 
and  an  excellent  benefits  package.  To 
apply,  please  send  your  resume,  with 
salary  requirements,  to  The  Washing¬ 
ton  Post,  ATTN:  News  Systems/B  llchi, 
1150  15th  Street,  NW,  Washington, 
DC  20071 . 

We  are  committed  to  diversity  in  the 
workplace  and  promote  a  drug-free 
work  environment. 


_ MAILROOM _ 

MAILROOM  MANAGER 

The  Elkhart  Truth,  a  progressive  north¬ 
ern  Indiana  newspaper  under  50,000 
circulation,  is  seeking  a  highly 
motivated  Mailroom  Manager.  This 
position  needs  hands  on  leadership, 
strong  ability  to  develop  and  imple¬ 
ment  strategic  distribution  planning 
and  excellent  team  skills. 

Successful  candidate  wauld  have  5-t- 
years  of  solid  newspaper  experience 
and  understanding,  have  established 
supervisory  skills,  and  knowledge  of  all 
mailroom  equipment.  Additional  knowl¬ 
edge  and  experience  with  McCain 
Inserting  Equipment  would  be  a 
definite  plus. 

We  offer  an  excellent  compensation 
and  benefits  package,  including 
pensian  plan,  401  (k)  plan,  medical 
and  dental  plans.  To  apply,  please 
send  your  resume  and  salary  require¬ 
ments  to: 

Mary  Fara 

Truth  Publishing  Company  Inc. 

P.O.Box  487 
Elkhart,  IN  46515 
mfara@elkhart-truth.com 


PACKAGING  DEPARTMENT 
MANAGER 

The  Messenger-Inquirer,  a  34,000 
daily  in  Owensbora,  Kentucky,  is  look¬ 
ing  for  a  manager  to  oversee  its 
packaging  department  operations.  The 
ideal  candidate  will  hove  interpersonal 
skills  with  strong  verbal  and  written 
communication  skills,  mechanical/tech- 
nical  aptitude,  three  to  five  years 
packaging  experience;  supervisory 
experience  preferred,  and  excellent 
leadership  skills.  The  Messenger- 
Inquirer  is  an  A.H.  Belo  Corporation 
newspaper.  Send  cover  letter  and 
resume  to  Sue  Trautwein,  Human 
Resources,  Messenger-Inquirer,  P.O. 
Box  1 480,  Owensboro,  KY  42302. 


INFORMATION  SYSTEMS 


Join  the  News-Press  in 
beautiful  Southwest  Florida 

The  News-Press  (Fort  Myers)  is  looking 
for  a  marketing  professional  to  assist  in 
developing  strategies  to  increase  ac¬ 
quisition,  retention  and  layalty  af  read¬ 
ers  and  advertisers.  Strong  analytical 
skills  required;  able  to  synthesize  many 
data  sources  and  understand  their  rela¬ 
tionship  in  achieving  the  newspaper's 
goals.  Need  to  have  an  extensive 
knowledge  of  research  methodologies, 
databases  marketing  applications,  and 
using  data  to  formulate  marketing 
strategies  and  results-oriented  commu¬ 
nications. 

College  degree  or  higher  level  degree 
in  marketing  or  related  field  required. 
Previous  experience  in  primary  and 
secondary  research;  minimum  of  three 
years  experience  in  print  media  and/ 
or  newspapers  in  research/marketing 
management  capacity.  Knowledgeable 
of  data  tabulation,  mapping,  spread¬ 
sheet,  word  processing,  presentation 
and  database  programs. 

This  position  offers  a  competitive 
salary,  bonus  program,  and  an  excel¬ 
lent  benefit  package,  along  with  the 
opportunity  to  live  in  the  relaxing  and 
scenic  gulfcoast  area. 

Please  fax  or  E-mail  your  resume  and 
salary  history  along  with  a  cover  letter 
detailing  yaur  qualifications,  personal 
strengths,  successes  and  references  to: 

SueSirmons 

Director/Market  Development 
News-Press 
P.O.  Box  10 

Fort  Myers,  FL  33902-001 0 
Phone:(941)335-0252 
Fax:  (941)334-9470 
ssirmons@fortmyer.gannett.com 

The  News-Press,  a  CJannett  newspaper, 
is  an  equal  opportunity  employer  who 
recognizes  and  appreciates  the  bene¬ 
fits  at  diversity  in  the  workplace. 


INFORMATION  SYSTEMS 


PUBUSHING  MANAGER 

Software  Quality  Engineering  (SQE),  an  international  software  and 
consulting  company  based  in  Jacksonville,  Florida,  has  established  a  new 
Information  Publishing  business  unit  to  develop  and  deliver  innovative 
software  testing  and  quality  engineering  information  products.  SQE  is 
seeking  a  highly  motivated  and  talented  manager  with  a  magazine 
publishing/editing  background,  preferably  in  the  computer  software  or 
related  industry. 

As  manager  of  this  newly  formed  business  unit,  you  will  have  P&L 
responsibility  for  producing  and  delivering  all  of  SQE's  existing  and 
new  information  products,  including  a  paper  and  electronic  maga¬ 
zine,  internet  www  site.  E-mail  newsletter,  industry  reports,  CD-ROM 
products,  CBT  courses,  and  more. 

Only  the  best  need  apply.  Contact; 

malto.jarnau(a  sqe.com 
or  FAX  to  Julie  Arnau  at  (904)  278-4380 


NEWSPRINT  OPERATIONS 

NEWSPRINT  &  SPECIAL  PROJEaS 

MANAGER 

The  Seattle  Times  is  the  Northwest's 
best  newspaper.  For  over  100  years 
we  have  been  a  leader  in  the  delivery 
of  news  and  information  to  our 
readers.  We've  accomplished  this  by 
managing  change  and  hiring  great 
people.  We  have  an  outstanding 
career  opportunity  in  our  Operations 
Department  for  an  experienced 
Newsprint  &  Special  Projects  Manager 
who  is  eager  for  new  challenges  and 
professional  growth. 

In  this  role  you  will  plan,  organize, 
manage  and  report  newsprint  pricing, 
purchase,  consumption  and  inventory 
information.  Reporting  directly  to  the 
VP  of  Operations,  you  will  supervise 
several  analysts  and  work  closely  with 
the  President  on  newsprint  issues.  You 
will  also  work  with  the  operations  staff 
on  a  variety  of  special  tasks  and/or 
projects. 

Your  tool  kit  for  this  job  should  include 
a  related  Bachelor's  degree  (MBA  pre¬ 
ferred)  with  a  focus  in  accounting  and/ 
ar  computer  data  systems;  five  plus 
years  of  procurement  and  project  man¬ 
agement  experience;  excellent  team¬ 
building,  communications  and  organi¬ 
zational  skills.  Excellent  praject  man¬ 
agement  and  problem-solving  abilities 
are  also  required. 

The  Seattle  Times  offers  a  nationally 
recognized  family  friendly  work 
environment,  relocation  assistance, 
excellent  benefits  and  a  salary  range 
of  $51-68K/year  DOE  plus  incentives 
for  this  position.  If  you're  interested  in 
making  a  significant  career  move  and 
wouldHike  to  live  in  the  great  Pacific 
Northwest,  please  mail  or  fax  your 
resume  to  The  Seattle  Times,  Attn:  JOB 
HR-034,  P.O.  Box  70,  Seattle,  WA 
981 11;  fax  (206)  464-2009. 

EOEM/F/H/V 


_ NEW  MEDIA _ 

TRIBUNE  INTERAQIVE 

EXECUTIVE  PRODUCER 

Tribune  Company's  interactive  unit  is 
looking  for  a  creative,  experienced 
manager  to  head  up  its  content  crea¬ 
tion  services.  Tribune  Interactive  pro¬ 
duces  a  wide  variety  of  content  for  use 
by  Tribune  newspapers  and  television 
stations  in  their  web  sites  —  and  we 
need  a  strong  editorial  leader  to 
manage  our  web-sawy  staff.  The  job 
requires  a  solid  editorial  background 
with  at  least  3  years  of  direct  man¬ 
agement  experience  at  a  web  site  or 
other  interactive  venture;  no  “vreb  wan¬ 
nabes'  will  be  considered.  Must  be 
familiar  with  the  fundamentals  of  site 
design  and  technology,  community¬ 
building  techniques,  and  Internet 
marketing  and  business  issues.  We  are 
an  equal  opportunity  employer.  Please 
send  your  resume,  cover  letter,  and 
salary  expectations  to  Michael  Silver, 
general  manager.  Tribune  Interactive, 
Inc.,  Suite  1300,  435  N.  Michigan 
Avenue,  Chicago,  IL  6061 1 .  E-mail: 
webjoos@tribune.com 


I  IMMEDIATE  OPENING  for  online  news 
:  copy  editor/content  creator.  Full-time, 
:  nights,  pay  to  low  30's  depending  on 
:  experience.  Resume,  old/new  media 
•  samples:  Shawn  Tooley,  Fayetteville 
:  Online,  P.O.  Box  849,  Fayetteville,  NC 
I  28302.  E-mail: 

:  stooley@fayettevillenc.com 
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HELP  WANTED 


_ NEW  MEDIA _ 

THE  WEB  IS  an  opportunity  for  news¬ 
papers  rather  than  a  threat.  If  you 
agree  and  can  explain  why,  let's  talk. 
The  Sun  Journal  seeks  a  bold,  creative 
person  to  build  and  run  our  new  news 
site.  Tell  us  how  you  would  use  the 
strengths  of  old  and  new  media  to 
reach  our  readers  and  beyond.  E-mail 
your  ideas  —  the  specific  the  better  — 
and  a  copy  of  your  resume  to 

rrhoades@suniournal.com 
We're  a  40,000  AM  daily,  on  the 
move,  in  Lewiston,  Maine. 


_ PREPRESS _ 

THE  ANCHORAGE  DAILY  NEWS  is  hir¬ 
ing  a  full  time  Camera  Operator. 
Responsibilities  include  producing 
quality  newsprint  and  4-Color  com¬ 
mercial  work.  Minimum  5-8  years 
experience  with  4-Color  stripping  and 
color  separations.  Send  cover  letter 
and  resume  to  Anchorage  Daily  News, 
Attn:  HR,  P.O.  Box  149001,  Anchorage, 
AK99514. 


_ PRESSROOM _ 

PRESSROOM  MANAGER 

Zone  3  daily  has  an  immediate  open¬ 
ing  for  a  person  with  a  minimum  of  5 
years  experience  in  newspaper  press¬ 
room  management.  We  are  searching 
for  a  manager  with  exceptional  com- 
municatian  and  people  skills.  Suc¬ 
cessful  applicant  must  also  have  the 
ability  to  establish  a  strong  pre¬ 
ventative  maintenance  pragram  as  well 
as  set  and  maintain  quality  standards. 
Send  resume  and  salary  history/ 
requirements  to  Box  08398,  Editor  & 
Publisher. 


PRESSROOM 


NEWSPAPER  PRINTER 

We  have  a  career  position 
available  as  a  newspaper 
printer  for  a  60-year-old  tri¬ 
weekly  newspaper.  Experi¬ 
ence  is  necessary  on  News- 
King,  Goss  or  similar  4  or 
more  Webb  Press.  AB  Dick  or 
similar  small  press  expe¬ 
rience  is  also  desirable,  but 
not  required.  Stripping,  dark¬ 
room  and  platemaking  knowl¬ 
edge  is  helpful.  Night  work  is 
required  but  no  Saturday  or 
Sunday.  Must  provide  refer¬ 
ences  and  work  history.  Drug 
testing  is  required.  Health 
insurance,  vacation  and  sick 
leave  are  paid.  Please  tele¬ 
phone  for  appointment  (336) 
993-2161  or  (888)  726-3803 
and  send  resume  to  Pub¬ 
lisher,  Kernersville  News, 
P.O.  Box  337,  Kernersville, 
NC  27285. 


_ PRESSROOM _ 

PRESSROOM  SUPERVISOR 

The  Baltimore  Sun  Company  is  seeking 
an  experienced  Pressroom  Supervisor 
with  a  minimum  of  7+  years  experi¬ 
ence  in  newspaper  pressroom  man¬ 
agement  in  a  unionized  environment. 
Successful  applicant  will  be  a  team- 
player  and  have  excellent  communica¬ 
tion  and  people  skills.  Qualified  indi¬ 
viduals  will  have  a  college  degree  in 
business  or  a  related  field,  or  equivalent 
experience  in  managing  pressroom 
quality  and  production  in  a  daily  news¬ 
paper  environment. 

This  position  reports  to  the  Pressroom 
Superintendent  and  responsibilities  will 
include  quality  control,  scheduling  and 
planning,  budget  and  expense  control, 
organization,  maintenance,  problem¬ 
solving,  analysis  and  operation  of  a 
pressroom  shift  in  our  state-of-the-art 
production  facility. 

We  offer  an  excellent  compensation 
and  benefits  package  including  a 
company-paid  pension  plan,  401  (k) 
retirement  plan,  medical,  dental,  vision, 
LTD  and  long-term  care  plans. 

Interested  applicants  should  send 
resume  and  cover  letter  and  salary 
requirements  to: 

THE  BALTIMORE  SUN  COMPANY 
Press  Department,  PRS 
300  E.  Cromwell  Street 
Baltimore,  MD  21230 
Fax:  (410)  385-7110 
E-mail:  jackoonaboy@baltosun.com 

An  EOE 


PRODUaiON/TECH 

PUBLICATIONS  SPECIALIST,  Software 
Trainer.  Mac/PC  experience  necessary.  If 
you  know  prepress,  SQL,  or  NT,  like 
travel,  and  want  out  of  deadline 
dilemmas,  send  resume  to  Managing 
Editor,  Inc.,  Attn:  Peter,  101  Greenwood 
Avenue,  Suite  330,  Jenkintown,  PA 
1 9046  or 

E-mail:  pkelts@maned.com 


PRODUaiON/TECH 

PACKAGING  SHIF  AAANAGER 

The  Sun-Sentinel  has  an  opening  for  a 
Shift  Manager  to  work  in  our  Packag¬ 
ing  Department  at  our  plant  in 
Deerfield  Beach,  Florida.  This  position 
will  be  responsible  for  planning  and 
leading  production  flow,  employee 
shift  scheduling,  evaluating  employee 
performance,  assisting  in  planning  and 
procedures  of  the  department,  main¬ 
taining  productivity  reports,  estab¬ 
lishing  training  and  development  of  sub¬ 
ordinates,  and  has  responsibility  for 
budgeting  and  expense  monitoring. 

This  position  typically  requires  a  col¬ 
lege  degree  or  related  on  the  job  expe¬ 
rience.  A  minimum  of  four  years 
supervisory  experience  in  a  newspaper 
packaging  operation  and  skills  in  the 
operation  of  packaging  and  related 
equipment  required.  Excellent  commu¬ 
nication  skills  and  ability  to  interact 
effectively  with  a  diverse  workforce,  PC 
skills,  strong  organization,  planning 
and  leadership  abilities  needed.  The 
ability  to  distinguish  audible  sounds 
and  visual  signals  in  order  to  walk 
about  safely  in  clase  proximity  to 
heavy  industrial  equipment  is  required. 

The  Sun-Sentinel  Company  is  a  busi¬ 
ness  unit  of  the  Tribune  Company,  a 
leader  in  the  multi-media  industry.  We 
offer  competitive  salary  and  compre¬ 
hensive  benefits  package,  including 
stock  plans. 

To  apply,  please  forward  resume  with 
salary  requirements  to: 

Sun-Sentinel  Company 
Attn:  Human  Resources 
333  SW  1 2th  Avenue 
Deerfield  Beach,  FL  33442 

or  E-mail  to:  bfeldkamp@tribune.com 

The  Sun-Sentinel  encourages  diversity 
and  encourages  those  who  share  our 
vision  to  apply.  We  support  a  smoke- 
free,  drug-free  work  environment. 


\  E&P  EMPLOYMENT  ZONE  CHART 


\  Use  zone  number  to  indicate  location  without  specific  identification 


PRODUaiON/TECH 

PRODUCTION  DIRECTOR:  The  Purdue 
Exponent,  a  1 9,000  independent  stu¬ 
dent  daily,  needs  a  full-time  depart¬ 
ment  head  to  supervise  prepress  and 
press  operations  (Goss  Community). 
Ideal  candidate  will  have  Mac  hard¬ 
ware  and  saftware  experience  in¬ 
cluding  QuarkXPress  and  Photoshop. 
The  director  oversees  computer  sys¬ 
tems,  quality  control,  maintenance 
and  supervises  staff  of  eight  part-time 
students.  Flexibility  a  must;  mechanical 
and  technical  skills  necessary.  Write 
Pat  Kuhnie,  publisher.  The  Purdue  Expo¬ 
nent,  P.O.  Box  2506,  West  Lafayette, 
IN  47906-0506. 


PRODUaiON  MAINTENANCE 
MANAGER 

We  are  seeking  an  experienced  Pro¬ 
duction  Maintenance  Manager  to 
oversee  the  activities  of  electronic, 
electrical  and  mechanical  technicians 
in  the  support  and  repair  of  printing 
and  praauction-related  equipment. 
Qualified  candidates  must  have  10-t- 
years'  experience  in  a  maintenance 
management  role;  preferably  Goss 
Metro  and  carousel  inserters.  Must 
have  an  Engineering  degree  and/or 
equivalent  technical  expertise,  knowl¬ 
edgeable  and  experienced  with  cam- 
puterized  maintenance  management 
systems  (CMMS). 

The  San  Diego  Union-Tribune  offers  an 
excellent  compensation  and  benefits 
package. 

Please  send  resume  and  salary  require¬ 
ments  to: 

Human  Resources  Department 
Job#80-98/KK/EP 
P.O.  Box  191 

San  Diego,  CA  921 12-41 06 

An  Equal  Opportunity  Employer 
www.uniontrib.com 


TAKE  ADVANTAGE  OF  THE 
E&P/FPPCIASSIFIED 
AD  COMBO  OFFER! 


Here's  your  opportunity  to  reach  CEOs,  pub¬ 
lishers,  managers  and  decision  makers  in 
the  specialty  and  free  paper  industries.  Just 
tell  us  to  run  your  E&P  classified  ad  in  the 
next  issue  of  FPP.  It’s  the  only  magazine 
exclusively  serving  this  fast  growing  industiy. 
It’s  that  simple! 

For  Rate  Information  Contact: 

Matt  Wilcox, 

Classified  Sales  Representative 
Tel:  (212)  675-4380  ext.  173 
E-mail:  mattw@mediainfo.com 
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POSITIONS  WANTED 

ADMINISTRATIVE  I  EDITORIAL 


PUBLISHER'S  CONSULTANT;  Thirty 
years  publishing  experience  solving 
traditional  and  unusual  problems  in 
dailies,  weeklies  and  start-ups.  Able  to 
handle  advertising,  circulation,  editorial 
and  personnel  issues.  Available  for 
short  or  long-term  involvement.  Strong, 
current  references.  Will  travel  through¬ 
out  NE,  NY,  NJ  and  PA.  Contact 
Michael  Bradley,  P.O.  Box  427, 
Cataumet,  MA  02534,  or  call/fax  (508) 
563-2835,  or 

E-mail:  mbradley@capecod.net 

CIRCULATION 

CIRCULATOR  skilled  in  personal  sell¬ 
ing,  telemarketing,  single  copy  sales, 
seeks  immediate  opportunity  in  eastern 
Zone  2.  Reply  to  Box  08484,  Editor  & 
Publisher. 

EXPERIENCED  Circulation  Professional 
desires  change.  I  am  looking  for  a  posi¬ 
tion  that  reports  directly  to  Publisher. 
The  company  I  choose  must  be  team 
oriented  with  a  desire  to  make  their 
circulation  department  a  top  performer 
in  our  industry.  If  you  need  a  Director 
that  will  lead  your  circulation  team  and 
guarantee  results,  we  should  begin  the 
process  of  identifying  your  needs  and 
my  abilities.  (801 )  523-2528  or 
E-mail;  CRB0009@aol.com 


AWARD-WINNING  sports  writer  with 
27  years  experience,  the  last  two  as 
sports  editor  of  a  mid-sized  daily, 
seeks  to  relocate  to  home  state  of 
North  Carolina.  I  can  write  it,  edit  it 
and  plan  for  your  newspaper.  Reply  to 
Box  08539,  Editor  &  Publisher. 

AWARD-WINNING  reporter,  editorial 
writer.  General,  lifestyle,  medical,  busi¬ 
ness,  entertainment,  technology.  Your 
West  Coast  correspondent.  Roger 
Angle  (949)  642-9523,  or: 

rogerangle@earthlink.net 

CREATIVE,  PASSIONATE  sportswriter 
willing  to  relocate.  Three  years  Stan¬ 
ford  University  athletics.  Three  years 
West  Regional  baseball  coverage. 
Preps.  Clips,  resume,  references  avail¬ 
able  on  request.  John  Reid  (650)  323- 
8370. 

EXPERIENCED  music  editor/journalist 
with  strong  editorial  skills,  knowledge 
of  hip  hop,  R&B  and  pop  music,  seeks 
freelance  writing  or  entry  level  editorial 
position  with  a  newspaper  or  music 
magazine.  Zone  2  preferred.  For  a 
resume.  E-mail  request  at: 

trentfitz@bigfoot.com 


_ EDITORIAL _ 

EXPERIENCED  HARD-CHARGING  gen¬ 
eral  assignment  reporter  seeks  job 
at  daily  or  weekly  Zones  1  -  9.  Journal¬ 
ism  degree.  Excellent  photographic 
skills.  Call  (603)356-8964. 

EXPERIENCED  award-winning  editor/ 
reporter  seeks  new  career  challenge 
with  specialty  publication  or  public 
reloHons.  (305)  891-2595. 

FREELANCE  WRITER  in  Kalamazoo, 
Ml,  published  since  1992  —  entertain¬ 
ment  journalism,  features  and  humor. 
For  resume  and  clippings  go  to: 
home.att.net/ ~batswag/mw.html 

FULL-TIME  daily  reporter.  Strong  work 
ethic,  accurate.  Can  meet  deadlines, 
break  stories.  If  you're  looking  for  a 
hard-working  and  bright  reporter,  I'm 
it.  Willing  to  relocate  for  good  offer. 
Reply  Box  08548,  Editor  &  Pi^lisher. 

LAW  REPORTER,  lawyer,  award¬ 
winning  writer,  will  cover  your  law 
beat.  What  did  the  judge  say  and 
what  are  the  lawyers  arguing?  I  will  tell 
your  readers  better  than  anyone  else 
can.  Well-connected  in  top  legal  cir¬ 
cles.  (781)  259-9387  (ph),  (781)  259- 
0370  (fax). 

NEED  WASHINGTON,  DC  coverage? 
Savvy  writer,  20  years  experience  with 
magazines,  newspapers,  wires.  Full, 
part  time,  (703)  534-^22. 


_ EDITORIAL _ 

PROFESSIONAL  CARTOONIST  seek¬ 
ing  a  new  staff  position.  Publisher  must 
be  mentally  stable.  (770)  937-0449, 
Allison  Garwood. 


SOLID  WRITER  with  experience  in 
page  layout,  sports,  music,  photog¬ 
raphy  seeking  job  in  DC,  Baltimore, 
east  Maryland  region.  (410)  221- 
6599. 


SOUTHERN  COLUMNIST  must  get  out 
of  DC  before  I  am  strangled  by  my 
power  tie.  Humorous,  insightful, 
scathing  commentary.  Call  (202)  518- 
801 4  or  E-mail  Rostrm@AOL.com 


VETERAN  SPORTSWRITER/Editor  look¬ 
ing  for  editing/reporter/writer  position 
with  sports  publication.  Experience  cov¬ 
ering  pro,  college  and  recreational 
sports.  An  accomplished  features  writer 
with  a  vast  sports  background.  Please 
call  (71 3)  783-3049. 


TRAVEL  WRITERS  WANTED 

TRAVEL  photographer  seeks  writers! 
For  magazines,  newspapers,  books! 
Free  travel!  Jeff  (973)  575- 1 005. 


Editor  &  Plblisher: 

The  communication  link  of  the 
newspaper  industry  every  week 
since  1884. 


Products 
snd  Services 


Schedule  on: 

July  18  August  8  Segtemliep  18 
Octuher  17  llloveuilia>  7  DeceinlKr  5 


For  Business  Card  advertising, 
caii  (212)  675-4380,  ext.  171, 173 
Contract  rates  avaiiabie 
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Newspaper  Handling  Systems 

■Conveying  BStacking  BWrapping 
■  Strapping  BCart  Loading  ■  Controls 


ForTlje_Bes^Cal/|_____ 
Quipp  Systems,  Inc. 
4800  NW  157th  Street 
Miami,  FL  33014-6434 
Phone:  (305)  623-8700 
Fax:  (305)  623-0980 
www.quipp.com 


Did  you  know...  ??? 

14.57%  of  all  new  start 
orders  written  are  no  good. 

Source:  Ver-A-Fast  Corporation,  1997  data 
1-800-327-8463 


SHOP  TALK  AT  THIRTY 


BY  JOHN  FOLEY 


Deliverance:  A  Brief 
Newspaper  Carrier’s  Story 


For  six  months  I  delivered 
the  St.  Paul  Pioneer  Press 
ever)'  morning.  And  now  that 
I’m  no  longer  working  the  job, 

I  must  say  that  it’s  nice  to  sleep,  per¬ 
chance  to  dream. 

I’m  a  teacher  by  day,  but  found 
myself  in  need  of  extra  cash.  I  went 
through  a  divorce  last  October  that 
requires  me  to  pay  my  ex-wife  $500  a 
month  for  several  years  —  or,  as  a 
friend  of  mine  put  it, “the  equivalent  of 
a  Mercedes’  lease.’’  1  didn’t  like  the 
judgment,  of  course,  but  I  don’t  toler¬ 
ate  whining  from  my  students,  and  cer¬ 
tainly  wasn’t  going  to  indulge  in  any 
myself. 

No,  1  decided  to  get  a  part-time  job.  1 
wasn’t  planning  to  moonlight  by 
moonlight,  as  it  were,  although  that’s 
the  way  things  worked  out. 

In  the  Pioneer  Press  I  saw  an  ad  for 
carriers  (a  title  I  much  preferred  to 
“paperboy,”  seeing  as  I’m  37  years  old). 
The  ad  stated  that  you  could  make 
$500  a  month  working  a  couple  of 
hours  in  the  morning. 

This  wasn’t  the  aspect  of  newspa- 
pering  1  envisioned  for  myself  when  I 
went  to  journalism  school  1 5  years 
ago.  But  I  did  think  I’d  enjoy  the  physi- 


Foley,  a  teacher  formerly  of 
St.  Louis  Park.  Minn.,  has  headed 
for  California. 


cal  nature  of  the  job.  After  a  day  of 
teaching.  I’m  altogether  brain-dead,  and 
couldn’t  handle  a  part-time  job  that 
required  much  mental  acuity. 

And  the  delivery'  job  was  not  com¬ 
plicated.  It  involved  driving  to  a  local 
warehouse,  picking  up 
a  list  of  customers, 
folding  the  papers, 
bagging  them  if  the 
weather  dictated,  and 
delivering  them  to 
homes. 

For  me,  the  toughest 
part  of  the  job  was  ris¬ 
ing  in  the  wee  hours. 

Generally  I’d  fortify 
myself  with  a  cup  of  tea  and  arrive  at 
the  warehouse  between  2:30  and 
3  a.m.  every  day  but  Sunday,  when  I’d 
arrive  shortly  after  midnight  to  orga¬ 
nize  the  additional  sections. 

I  quickly  came  to  admire  the  other 
carriers.  Like  me,  most  worked  other 
jobs  and  rose  early  to  supplement  their 
incomes.  Unlike  me,  most  had  worked 
as  carriers  for  years. 

A  groggy  camaraderie  developed 
w'hile  we  folded  papers.  And  like  work¬ 
ers  everywhere,  we  enjoyed  telling  war 
stories.  I  remember  one  in  particular, 
told  by  a  man  whose  name  I  was  too 
sleepy  to  recall.  He  said  he  had  a  cus¬ 
tomer  who  frequently  called  him  at 
home,  asking  that  he  put  the  paper 


between  the  doors,  or  in  the  mailbox, 
or  under  the  doormat.  Finally  the  cus¬ 
tomer  asked  him  to  place  the  paper 
inside  a  window  in  back  of  the  house. 

“I’m  a  black  man,”  the  carrier  noted. 
“I’m  wearing  a  hooded  sweatshirt,  it’s 
three  in  the  morning, 
and  I’m  going  to  be 
messing  with  a  win¬ 
dow  in  back  of  a 
house?  No,  1  don’t 
think  so.” 

Another  longtime 
carrier  brought  his 
three  young  sons  along 
to  help  him  with  the 
papers.  As  a  teacher,  I 
was  at  first  concerned  that  these  kids 
weren’t  getting  enough  sleep.  But  it 
was  obvious  the  boys  had  great  affec¬ 
tion  for  each  other  and  their  father, 
and  I  considered  that,  working  a  cou¬ 
ple  of  jobs,  the  man  might  not  other¬ 
wise  see  his  sons  on  a  regular  basis.  As 
the  months  wore  on,  it  began  to  look 
like  pretty  good  parenting. 

The  job  quickly  became  routine,  and 
I  developed  my  own  style.  For  exam¬ 
ple,  while  most  carriers  drove  their 
routes,  I  looked  at  the  job  as  my  daily 
exercise. 

So  I’d  park  my  car  near  the  corner 
of  Rome  Avenue  in  St.  Paul,  freight  my 
bag  with  newspapers  —  usually 

(See  Shop  Talk  on  page  106) 


To  sleep, 
perchance  to 
dream,  is  possible 
only  when  you're 
a  former  cai'iHer 
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what  would  life  be 
without  o  newspaper?! 


Where  can  you  get  global  politics,  local  news, 
sports  and  business  all  in  one  simple  package  that 
you  can  read  anywhere,  anytime?  Newspapers  have 
the  edge  on  the  news  media  in  many  ways  which 
help  them  to  maintain  their  key  position  in  the  varied 
communication  landscapes  of  the  future.  So  why 
not  relax  and  soak  it  all  up. 


Koenig  &  Bauer- Albert  (KBA),  one  of  the  world’s 
leading  press  manufacturers,  offers  frontline 
technology  for  fast,  ecological,  value-for-money 
newspaper  production.  Our  new-generation  presses 
print  targeted  color  newspapers  efficiently  and 
economically.  While  innovative  printshop  electronics 
make  production  sequences  easy  to  monitor  and 
control. 

KBA:  Innovation  is  timeless 


Visit  Us  at  Booth  2230  during  NEXPO 

KBA-Motter  Corp. 

Web  Press  Division.  Tel:  (717)  755-1071.  Fax:  (717)  755-2327. 3900  East  Market  Street.  York.  PA  17402 
http://www.kba-Drint.de.  e-mal:  kbamotter@aol.com 
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Cover  the  World  with  AFP 


Expand  Your  Editorial  Reach _ _ 

AFP’S  FAR-REACHING  INTERNATIONAL  NETWORK  OFFERS  YOUR  NEWS  ORGANIZATION  AN  UNRIVALED 
DEPTH  AND  BREADTH  OF  COVERAGE.  OUR  CORRESPONDENTS  IN  OVER  165  COUNTRIES  DELIVER 
YOU  THE  STORY  DIRECTLY  IN  ENGLISH,  FRENCH,  SPANISH,  PORTUGUESE,  GERMAN  AND  ARABIC. 

Our  multilingual  infographics  and  award-winning  NEWSPHOTO  service  -  RECENT  WINNER 
OF  THE  World  Press  1 997  Picture  of  the  Year  -  all  add  up  to  a  comprehensive  and 

UNIQUE  LOOK  AT  EVENTS  SHAPING  OUR  WORLD.  FROM  ECONOMICS  TO  POLITICS  TO  SPORTS,  WITH 
SPECIAL  IN-DEPTH  REPORTING  ON  GLOBAL  EVENTS  SUCH  AS  SOCCER’S  WORLD  CUP,  AFP’S 
EXCELLENCE  IN  NEWS  COVERAGE  IS  A  POWERFUL  TOOL  FOR  YOUR  PUBLICATION.  FROM  YOUR  FRONT 
PAGE  TO  YOUR  HOME  PAGE,  SPAN  THE  GLOBE  TODAY  WITH  AFP. 
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